Se 


ee age 
3 


Frink show case illumination, 
Bergdorf-Goodman, New York City 
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Since the days of oil lamp illumination Frink 
engineers have studied glareless reflected 
light. With the introduction of electric current 
our experience was applied to illuminating 
show cases. Here is shown a late example 
of our work. It is but one of hundreds of 
stores, in all parts of the country, where the 
difficult work of show case lighting has been 
entrusted to us. Feel free to consult us at 


any time. 



































merch ndiving 
Gquipmant 
eo 


ka 











bf © ee ee whe 




















IN THIS ISSUE 


The life of today for the city worker 
requires a different setting than for the 
existence of the early American under 
pioneer conditions. It is only fair to 
say that the colonial house served its 
purpose well for the period when it was 
created, but it is an anachronism to give 
the city worker the same house that 
served the farmer of the eighteenth cen- 
tury. What kind of a house shall we 
give the city worker? Read “The House 
That Aluminaire Built,’ page 8. 


a 


Wentworth P. Cunningham, in speak- 
ing of “A Dealer Designed Window Dis- 
play,” says: “Every new experience 
that we have in developing a window 
trim leaves us with more appreciation 
for Mr. Retail Dealer as a source of 
helpful and effective ideas. While we 
cannot often follow his suggestions, we 
do find in them a certain freshness 
which, under proper guidance, reflects 
very advantageously in the finished dis- 
plays.” Page 34. 


 * s 


There is an old adage that says, “Be 
not the first by whom the new is tried, 
nor yet the last to lay the old aside.” 
Yet John H. Gray says that such is not 
always a good policy. He is among the 
first to try out a new idea, as “The Pro- 
gressive Card Writer Must Be a Pio- 
reer” will prove. Page 50. 


* ok * 


OUR NEXT ISSUE 


“Sales Puffing,” by Sol Fisher. Mr. 
Fisher, in speaking of ‘“‘sales puffing,” 
says: “The advertiser is interested in 
honest installations and buys honest 
installations. If the service man fails to 
fulfill his exaggerated promises, the 
advertiser has every right to question 
the service man, even to the extent of 
questioning the installations.” 


k Ok Ox 


Do you want to know how felt is 
made? Do you want to follow the de- 
velopment of felt from its beginning as 
a fabric to its use today in window 
displays? We think you do, and we 
have arranged with the Western Felt 
Works, Chicago, to present ‘The History 
of Felt.” Our presentation will include 
its use in modern displays. 


* * * 


How do you use national window dis- 
play material as prepared by manufac- 
turers of nationally known products for 
your use in displays of their merchan- 
dise? We don’t know how you use this 
material, but we do know how Hugh 
Carter, the John Gerber Company, Mem- 
phis, Tenn., does, and ‘we believe you 
will be interested. 


x * x 


We met “Dutch” in Memphis—just a 
teal Southern boy in a real Southern 
town. But we like “Dutch’s” work, and 
with our presentation of his first idea 
you will be watching DISPLAY WORLD 
monthly, just to “SMILE WITH 
DUTCH.” 
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The DISPLAY CENTER 
CHICAGO 


BRANCH OF THE DISPLAY CENTER 
2 -+- OF NEW YORK + + = 


Direction of FRANK D. MAXWELL CO. 





at 126 South Franklin St. 





Extensive displays of new creations in wood and metal 








fixtures from our own new modern factory and studios at Te 
535 Canal Street, New York. ® * & >» > 
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Right Out of the 
Mail Bag 
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—Geylon Gautier, display manager, Hunt’s, Paris, 
Texas, created this silk window and he wants to know 


what we think about it— 


DISPLAY WORLD: 


Under separate cover I am sending you a picture of 
a piece goods window that I installed recently. The 
window is of pastel crepes, the colors graduating, and 
placed so as to form a semi-circle which is illuminated 
from the rear. This window caused quite a bit of com- 
ment, and during the time this display was in, silk sales 
were increased 25 per cent. 


This might well be called the fixtureless window, all 
my draping stands being in use, and the manager re- 
questing something “different,” so this is the result. 


Although this photograph was not solicited I thought 
probably you might be interest to know what the small 
town popular price stores were doing. 

I have been in the display field almost three years, 
having served two years as an apprentice to H. D. 
Lollar, formerly with Arthur Caddel Co. of this city, 
and about nine months with this firm. 

I will appreciate any constructive criticism that you 
have to offer. 

GEYLON GAUTIER, 
Display Megr., Hunt’s, 
Paris, Texas. 
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a popular price store, we must say that you are 
loing an exceptional display job. The picture of 
your silk display arrived and it is very easy for us to 





What They Ask and 
What We Think 





realize why it increased sales in the silk department 
25 per cent. 

You have done an exceptional job in the presenta- 
tion of the silk. The effect is extremely modern and 
very well executed. So often when silk displays of 
a modern nature are created by displaymen they fail 
to pleat the material tightly, which, of course, is abso- 
lutely necessary in drapes of this nature. 

We would like to have seen you do two things with 
the display that you did not do—two things which in 
our estimation would have improved it greatly. First, 
inasmuch as the display was fabrics, and the fabrics 
silk, why didn’t you create a modern drape in the 
doorway, removing the tapestry material. This would 
have given you a complete tie-up with silks, eliminat- 
ing any foreign material. Also, why didn’t you remove 
the tapestry pictures from the backgrounds. They 
do not add to the display, in fact, they detract, as in 
both instances the fabric, as it is arranged, cuts the 
pictures in half. 

Illumination, we believe, was used behind the silk 
effects which undoubtedly served to accentuate the 
colors in the fabrics. 

We hope that you will continue to send in photo- 
graphs of your display work. We see great possibili- 
ties for you. We think you can go far in the game, 
basing our opinion on this display as representative of 
your work after three years’ experience. 

























































NEW 


TOAST LIMITED 


Display Windows 
~ That Draw Crowds! 


It’s the new interesting Display Window that 
stops men and women—makes sales—and 
profits. Nothing else equals the Cutawl in 
producing variety and beauty of Scenic 
Backgrounds, Screens,Human Figures, 
Lettering, etc., that you can quickly 

and easily make with the utmost 
economy of time and money. 





10 DAY TRIAL OFFER 


Try the Cutawl on your own work 
free—for 10 days—then buy on easy 
payments. Cutawl pays for itself and 
pays a handsome profit besides. 

With this fast, accurate, electrical tool, you Right Now! 
can have the most fascinating windows at tg Yoy! 

once! And the Cutawl will be your stand- 

by for EVERY seasonal window, and as 

many changes as you wish. Why delay? The Cutawl acces- 
sories—Bevel Cutter, Circle Cutter, and Saw Table—give you 
the widest range. 


A Small Down Payment Puts the Cutawl and 
All Accessories to Work for You 


LET THE COUPON BRING YOU ALL DETAILS 


INTERNATIONAL REGISTER CO. 
13 South Throop Street CHICAGO, ILL. 
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THIS 
COUPON 
POINTS THE 
WAY TO 
GREATER 
PROFITS 







Fill out and mail Coupon Below! 


It Means Profits 


INTERNATIONAL REGISTER CO., 

13 South Throop Street, Chicago, Ill. 

{_] Please send catalog, prices, and complete information on 
Cutawl. 


SoC reece eee eee eee eee ee ee ee eee eee eee eee Tee eee eee ce 


COR oi. doxixw rhs Cavdew veered Ortewses OT Seen Weer ‘ 
{_] Send information on the Cutawl accessories. 


[_] Tell me more about “Cutawl Designs.” 


{-] I am interested in your Time Payment Plan. 
Our time payment plan applies only to the United States. 
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—Many a fall back- 
ground will be 
inspired by the Tem- 
ple Ankor Vat. The 
four faces of Siva 
will probably be in- 
troduced, too— 











Fall Backgrounds 
Will Reflect the 


Influence of 


a L’ Exposition 
Coloniale | tes 
—The influence of Africa will 


= be felt by the bold use of de- 

De Paris sign and color. Dull reds, dull 

browns, yellows and _ sober 

1931 tones will be introduced on the 
fall backgrounds— 






—The reproduction of 
an African pavilion 
suggests the bold use 
of geometric repeats 
for background de- 
sign. The bold use 
of color must be em- 
phasized— 
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—The reproduction of the 
African pavilion, shown 
above, makes use of sand 
or straw color taken 
from the thick straw 
roofs, copper tones, dark 
intense blues, robins-egg 
blue, light yellow-green 
and, of course reds— 























































































































—Woods will play a very important part in the fall background. 
“Zinzaga ramageux” is a light wood with dark veinings. “Okoume” 
is a wood especially used for marquetry work. 
be introduced, as will carved “teak,” “red wood,” “rosewood,” “ebony” 


and “amaranthe’— 


“Thuya” wood will 
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—The suggestion of water can be effected to very good advantage by 

the use of metal. An interesting background suggestion appears on the 

left which might have a background of dull gold, a rich blue or sunset- 

red sky, and water effects in crystal and silver. Truly a very startling 
combination— 


—The design of the 
water castle fountain 
employed the startling 
combination. of dark 
green and blue, brown, 
rose, pink, yellow, light 
blue and silver. The 
Exposition’s use of the 
water castle is as a 
theatre— 
































—The beautiful water 
castle shown below 
will excite the en- 
thusiasm of many dis- 
playmen and replicas 
of design reproduction 
will smack of its in- 
fluence— 
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A House for Contemporary Life 


That Aluminaire 
Built 








es, 
ey 
Ee 








—The walls and floors are hung from metallic 
framework, like skyscraper construction— 


HAT the house has not changed to keep in 
step with advances in mechanical fields has, 
perhaps, been due to esthetic prejudice and a 
downright conservation fostered by an over- 
emphasized regard for the antique. (In the past, 
progress toward standardization has not been possible 
with the traditional stone and brick construction.) 
The materials used in the house, such as light metals 
and synthetic products, have already proved their 
worth in other technical fields, but their combination 
in a different manner for the improved and simpli- 
fied building of the house is totally new. 





By A. LAWRENCE KOCHER 


AND ALBERT FREY 
ARCHITECTS, NEW YORK CITY 





The outside walls were faced with aluminum, a 
material that is weather resistant. It was in the 
form of sheets slightly ribbed to break glare and to 
care for expansion and contraction in varying tem- 
peratures. It also has more stiffness than the flat 
sheet and lends itself to ease of jointing. Windows 
of ultra-violet glass extend the entire width of rooms 
to make them as well lighted as the sun porch. <\t 
the same time, privacy is maintained by shades. 


Living Room and Dining Room. 

The main living rooms are above the ground level, 
reached by a short flight of stairs. The ground floor 
serves for entrance, hallway, heater room and garage. 
There is also a porch within the ground area that is 
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related to the garden. One may enter the house, 
either by way of the garage or by the front doorway. 
The living room floor, which corresponds to a 
second floor of the usual house, commands an advan- 
taseous view of the garden by reason of its upper 
level. The main living room is duplex and extends 
through the width of the house with one end entirely 
glazed from floor to a ceiling height of seventeen feet. 
At the other end is a dining area which can, if desired, 
be converted into additional living space. The dining 
tale when not in use may be contracted to the dimen- 
sions of a side table. This is done by an ingenious 
construction. The table top, which is rubber surfaced, 
is iade to roll on a cylinder in the manner of a win- 
dow shade. This large room is illuminated by neon 
lighting, with tubes that parallel the head of the win- 
dow so that with reflectors the night lighting in its 
source corresponds to day lighting. By the turn of a 
dial one can obtain a clear white light that suggests 
the quality of daylight or an ultra-violet light or a 
selection of color. This room will also be equipped 
with sun ray lamps, radio and other electric devices. 


Retiring Rooms. 


Bedroom, exercise room and bathroom are sepa- 
rated by a folding partition. When this partition is 
pressed back, one enjoys the outlook of a window 
twenty-two feet in length. This makes one room of 
a three-room suite, with ample space for circulation. 
Rooms, which for economic reasons are reduced to 
their minimum sizes, require movable partitions in 
order to suggest the feeling of spaciousness. A house 
with only small compartments has an oppressive in- 
fluence upon its occupants. The two beds in the 
master bedroom are not side by side as is customary. 
It has been found more hygienic to give them a sepa- 
rated position at right angles to one another. Closets 
have been worked out as special units, one as typical 
for men and the other for women. They permit an 
orderly arrangement of personal apparel without the 
disadvantage of losing and mixing clothes as in our 
common large closets. There is a door access to the 
dumbwaiter for sending the laundry bag to the lower 
floor. The dressing table is built against the wall and 
is supported by brackets. It has its justified place 
under the window where there is a most advantageous 
light. The mirror placed in front of the window 
reflects a shadowless face. The moving partition be- 
tween bed and exercise room follows a curved line, 
in order to make the exercise room more spacious. 

The man sitting all day in his office finds in this 
exercise room the necessary apparatus for gymnastic 
compensation. A cabinet of aluminum framing with 
translucent Lumarith panels encloses the toilet seat. 
It is ventilated directly to the exterior with forced 
draft by a vent pipe with electric fan. The bath tub 
is partly hidden beyond this toilet cabinet. The wash 
basin is placed under the window with the mirror in 
lront of it, to again attain a shadowless lighting. An 
attrictive color scheme gives to each of these three 
fooins an individual appearance suited to their pur- 
pose, but at the same time harmonize agreeably when 
combined as one large room. 
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Library. 

The library above the dining space is about half 
the area of the living room and is lighted by skylight, 
which was chosen as most desirable and restful for 
reading. The room is furnished with a couch, a 
built-in bookcase, a wall case, also for books, con- 
structed entirely of glass. The library leads onto the 
roof terrace. 


Roof Terrace. 

More than half of the ground area covered by the 
house is regained by means of a flat roof which serves 
as a luxurious garden terrace. This roof garden is 
partly. covered and partly open to the sky. Here one 
can enjoy sun or shadow, take a sunbath in complete 
privacy and sleep. under the stars on warm summer 
nights. Under the covered part is placed a dining 
table adjacent to the dumbwaiter, which brings the 
food direct from the kitchen below. This table may 
be folded up and out of the way when the entire ter- 
race space is required for dancing, games or as a play 
space for children. 

A radio connection supplies music. The terrace 
floor is covered with resilient asphalt tiles—-an ideal 
paving for playing children. Under the part open to 
the sky is a sunny patch of green grass, enframed by 
spacious flower boxes which, with their colorful com- 
binations, contribute to the making of the terrace, one 
of the most livable places of the house. The architects 
have not hesitated to expose the roof framing above 
the roof garden. The structural channels necessary 
for the construction are exposed in a truthful manner 
in contrast with the usual pergola beams of wood 
used on many picturesque old home imitations. The 
supports for the terrace roof frame the view in three 
directions. 


The Construction of the House. 
The house is built with exterior walls of aluminum 


(the first all-metal house attempted in America) and 
(Continued on page 68) 








—A room that might be found in this contemporary house— 
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Who They Are 
and What They 


Say 


WM. R. NOREN 
PELLETIER CO., 
SIOUX CITY, IOWA 





SKETCH NO. 75 







HEN reading this column about different dis- tion I tried. Always admiring good displays as a 
playmen, one after the other, falling into youngster, I wanted to become a window trimmer. | 
the display profession by chance, by no tried to get in as a helper but wherever I tried | 
effort of their own—someone left and they seemed to call at the wrong time. They had either 

stepped in and worked at until they liked it and made hired a helper the day before or the fact that I was so 
good—-I cannot say that such was my case. young kept me from being successful in getting jobs. 

It seems I could have fallen into any other pro- However, with the display business always on my 
fession but the display profession, which had a mind, I went to inquire about it in a local window 
peculiar drawing power on me that always was just trimming school. A big sign in front of the building 
enough to make me discontented with any other posi- read: “Window Dressing and Show Card Writing. 
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—Garden frocks in a “Noren” garden setting— 
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—Simplicity marks the new “Noren” modern window 
backgrounds— 


Students earn $75 a week and up. Complete Course in 
6 Weeks.” I was fifteen years of age. I went in to 
ask them about this wonderful profession, where one 
could get rich so quickly. I had no money saved; I 
just wanted to know what it would cost. Well, it was 
quite a bit for a kid but they told me it would not 
have to paid at once; you could pay as you went 
along, and after completing the course, there would 
be a job waiting, as “they furnished every student 
with a job.” Money was a small matter, not to be 
considered ; any way, I was told not to throw away 
such a wonderful opportunity. And, as they had 
more students than they had room for, I had better 
sign an application blank which entitled me to a place 
in their great school. I had to sign my name on a 
line and as it was the first time I had done so I did 
not think much of it. 


A few days after this I found out I could not raise 
the fee required to enter this school. I called them to 
cancel my application. A few months passed and a 
bill came from the school for $15 Then came an- 
other, this time with interest added to it; then another, 
until I had quite a collection of bills for a young 
fellow. Then at last, came the last regular court 
notice. I was to appear in court at such a time and 
if | had not paid by that time I would be made to pay 
lawyer fees and interest besides. This was the last I 
heard from them, as my folks told me it was all a 
bluff. 

Three years after this, I had worked and saved 
$900 and with displays still in my head, I went to this 
Saine school in Minneapolis, signed up, and paid cash. 
When eight weeks were up I was supposed to be an 
A-1 displayman, there was at least a dozen ahead of 
me waiting for jobs that did not come. The teacher 
toll me that I was one of the best students and that 
I wouldn’t have any trouble getting a job. The down- 
tov'n department stores had everything to work with, 
an! it was easy to trim windows like they did. I did 
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not feel that way about it, however, and knew before 
trying that I was too poor a bluffer to get a job on 
my diploma. I had been a sucker for the second time 
and my savings had gone for tuition, board and room. 


My courage and desire to become a window trim- 
mer was about gone but it lasted only a few days 
when I made up my mind that I wasn’t beaten until 
I had really given up; so I started again, this time as 
a helper in one of the big department stores. I can 
remember clearly the old fashioned wax figures with 
bodies as heavy as though they were made of cast iron. 
There was plenty of lugging ; backgrounds had plenty of 
ornaments, and pilasters were made up of heavy plas- 
ter. As a favor to us they kept us working late in 
the evenings. They knew we were not making much 
money so we Would not miss the shows or get mixed 
up with the girls. 


The five years spent with the L. S. Donaldson 
Co., Minneapolis, under Charley Thieme, at that time 
display director, was a school of fine displays. With 
the convenience of artists, painters, carpenters, and 
electricians—besides a big army of trimmers and 
helpers—and with the unusual ability of this man, his 
thorough knowledge and long experience in displays, 
making him fool-proof in his work and settings, I had 
an opportunity of a lifetime. His elaborate windows 
were much praised and made a part of L. S. Donald- 
son’s slogan “Do it right.” A good school, indeed. 





From Minneapolis I went to St. Paul and held a 
position as display manager for one of the department 
stores for five years before coming to Sioux City with 
the Pelletier Co. 

I have wanted to write my earlier experiences for 
a long time for the benefit of the ones who now and 
then inquire about the best way to enter the display 
game. One must be sure to choose a reliable school ; 
one that is more concerned about the kind of display- 
men they turn out, then the diplomas. 





—A “Noren” accessory display appropriately titled 
“New Things”’— 
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LTHOUGH display work, in many of its 
aspects, is still in its infancy, it has, never- 
theless, made rapid strides since the World 
War. Prior-to that time, window displays, 

except in the case of a few of the more prominent 
merchants, were looked upon as necessary evils. This 
condition was due to several factors. Among them 
was the general lack of appreciation by the merchant 
of the gigantic force of this form of advertising. 
Until some time after the war it was comparatively 
easy to sell all the goods that could be manufactured. 
And in those days the problem of window display all 
too often fell to the lot of the porter or junior clerk 
in the store and almost anyone on the manufacturer’s 
payroll who was willing to handle it. 

After the war, manufacturers found themselves 
with huge facilities for production, but without an 
adequate market to absorb the potential volume. 
Problems of production gave way to problems of 
merchandising. Advertising, along with other forms 
of marketing, came in for its share of intensive study. 
Suddenly, manufacturers discovered the hitherto little 
appreciated “gold mine” of point-of-sale advertising. 
A veritable deluge of display material, much of it ill 
conceived and poorly executed, poured into the 
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Will Window Display 
=~ 4 (Like Navies) Be 


Scrapped? 


By CLIFFORD WOOD, JR. 


THE UPSON COMPANY, 
LOCKPORT, N. Y. 


dealers’ hands.’ The dealer, not properly educated in 
the use of display material, was in a daze and much 
of it found its way to the waste basket without even 
being opened. The manufacturer soon realized that 
he was even worse off than he was before. 

Thereupon arose the system, often under various 
guises, of buying space in the dealer’s window. Soon, 
it became quite obvious that such procedure was 
profitable neither for the dealer nor for the manu- 
facturer. Then, too, the dealer began to appreciate 
the powerful sales force of his windows. And the 
manufacturer was obliged, because of keen competi- 
tion for this space, to offer better display material. 

As a natural result, the importance of the display- 
man has undergone a similar change. The junior 
clerk and porter no longer make the display according 
to their own individual tastes. Manufacturer, dealer 
and displayman alike, put considerable thought and 
effort into this form of advertising, and the best mar- 
keting brains in the country are working to dissemi- 
nate a more thorough knowledge of the subject. 
Today the displayman is assuming his rightful place 
in the merchandising schedule. Instead of a minor 
clerk in a department, he has come to be a very im- 
portant member. He is considered, and rightfully so, 
a specialist. As such, it is up to him to 
acquaint himself with the latest and best ideas, 
methods and materials for his work. He 
should be the one to offer suggestions and 
conceive ideas for merchandising. His fin- 
ished productions must not only sell goods, 
but as with any other form of merchandising, 
must do it as economically as possible. For 
example, a good display that pulls may often 
be used again and again, in a slightly different 
form, if made of a lasting material. 


—What can be done with wallboard and a Cutawl 
might be the titles of the pictures on these tw9 
pages— 
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Along with the demand for better ideas and execu- 
tion of displays arose a desire among displaymen for 
a material which would enable them to produce better 
work. Wood was expensive, heavy and hard to 
handle. Knots raised havoc with the design, and 
waping soon made the display unattractive and unfit 
for further use. Cardboard was either too flimsy or 
toc heavy. It was difficult to cut with knife or saw, 
ha! a tendency to split apart and curled easily. 

In looking around for 
something better, display- 
men discovered wallboards. 
Here was a material which 
had many of the advantages 
and few of the disadvan- 
tages of other materials. 
Tests proved them decidedly 
better than the old products 
and their use among display- 
men has grown very rapidly. 
In the early stages, display- 
men considered wallboard as 
wallboard without paying 
very much attention to dif- 
ference in brands. However, 
there is just as much vari- 
ance between different wall- 
boards as there is between 

' wallboard and the older ma- 
terials formerly used by dis- 
playmen. 

The artist can draw his 
design on the face of the 
better grade boards and then 
cut it out. And whether 
he uses a Cutawl, knife or 
band saw he will always 
obtain a sharp, clean edge. 
This permits that clean- 
cut finish which delights the 
heart of a good workman 

and eliminates that “home-made” look. The better 
grade boards hold together when cut to slender 
pointed designs, as in the point of a star. This allows 
the displayman to utilize the most intricate grille 
work and all designs of letters without fear of having 
them come apart. 

Most ordinary boards contain or absorb an excess 
amount of moisture causing annoying con- 
traction and expansion, but the better grade 
boards are kiln-cured at the factories to 
eliminate, as far as practical, this excess 
moisture. And then they are water-proofed 
to resist the pentration’ of dampness and 
water. This is extremely important in every 
section subject to even short periods of high 
humidity. Thus displays made of better ma- 
terial may be used over and over again—with 
or without repainting as the occasion requires. 





—Wallboard is particularly well suited for delicate 
grill and detail work. Wallboard holds together— 
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The effects possible to obtain with a good grade 
wallboard are too numerous to mention. The most 
important phase of our consideration hinges around 
its development for window background work. 
Whether the display in question utilizes wallboard for 
a foundation or a decoration, its stability will assure 
a dependable effect. An effect that can be covered 
with fabric; covered with plastic paint, or painted flat. 
Truly, a most dependable display material. 

Again, let me repeat that the science of display is 
still in its youth and headed for an even more impor- 
tant place in merchandising than it has held in the 
past. However, the day of turning out anything to 
get by has gone forever. The appropriation for dis- 
play is being more closely watched than ever before. 
And if this particular medium is to continue to be 
used as much or more than it has in the past, it must 
produce results. No longer can it continue to spend 
money on the plea of creating “good will.” And 
displaymen, present and future, who wish to advance 
in their chosen profession must give it careful thought 
and study. 

Not only must they be familiar with the science 
of display but they must have a broad knowledge of 
merchandising and the part that display should play 
in the scheme of things. Further than this, they 
should be thoroughly familiar with all sorts of ma- 
terials which go into the making of displays, whether 
or not they use those specific materials in their own 
work. 




























































and Finishing 
Up 


~ 


HE sketches and photographs reproduced, 
show how Windo-Craft Display Service of 
Buffalo carries through from the original 
conception to the completed setting. 


By means of unusual display technique and ar- 
rangement, the products of twenty-three custom 
molders and seventy-three manufacturers were repre- 
sented in the exhibit of general Plastics, Inc., makers 
of Durez, molding compound, at the Thirteenth 
Chemical Industries Exposition held recently at the 
Grand Central Palace, New York City. It was neces- 
sary to distribute a twelve-page booklet listing each 
manufacturer represented in order to provide identifi- 
cation. According to H. S. Spencer, advertising man- 
ager of General Plastics, Inc., the exhibit attracted a 
surprising amount of interest from show visitors of 
all classes. 


Windo-Craft Display Service, Inc., made the entire 
display at their Buffalo studios and assembled it in 
New York City, thereby giving a complete service. 
The display was unusually attractive because of its 
coloring—heing a combination of silver, black and 
tones of pale green. The draped silk added an 
original touch and greatly enriched the general effect. 


The other sketch and photograph illustrate how 
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Carrying Through 
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By E. PRESTON BROWDER 
WINDO-CRAFT DISPLAY SERVICE, INC., 
BUFFALO, N. Y. 


Windo-Craft provides the Remington-Rand Business 
Service, Inc., with a bi-monthly, interchangeable win- 
dow service. The plan is worked out with C. D. 
Proctor and S. H. Ensinger of the advertising depart- 
ment of Remington-Rand. Windo-craft prepares the 
sketches and all the finished art work, besides print- 
ing the posters in colors at their studios in Buffalo. 
The posters are then shipped to the two hundred 
sales offices throughout the United States. 


In order to keep a uniformity of design for the 
various changes, a specification window is set up with 
the necessary equipment properly arranged. The 
window is photographed and a print with typewritten 





















































































—The line-drawing pictured above 
shows the original sketch, prepared 
by Windo-Craft for the Durez dis- 
play. The illustration on the left 
shows how Windo-Craft carried 
through and finished up— 


—It is one thing to design a disp!ay, 
and another thing to carry out the 
design— 
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—No task is too tedious; no display 
is too small; every display gets 
personal attention— 


—Large display or small display; 

winiow display or booth display; 

Windo-Craft is qualified to do a 

real installation job. Compare the 

original sketch for this Remington 

noiseless display and actual dis- 
play— 
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instructions is shipped with each set of posters. This 
idea has proved extremely satisfactory. 


Windo-Craft first designed and manufactured the 


three unit setting pictured; these pieces were dis- © 


tributed to the various branches with the first set of 
posters included. Since that time, Windo-Craft has 
serviced the branches with extremtly satisfactory 
results, as the following letter explains: 


Dear Mr. Browder: 


As you do doubt recall, last year at this time we 
were confronted with the problem of economically dis- 
playing the products of this company in the windows of 
our two hundred sales offices. 


This being the end of the first year with you people 
servicing our windows, we have just reviewed the 
various set-ups that have gone out in the last twelve 
months. 


It is certainly gratifying to note the favorable com- 
ments of our various branch managers for your services 
and to particularly note some of the real results ob- 
tained. Probably the most noteworthy one was in the 
third display you built, namely, “Three Ways to In- 
crease Sales.” In the larger cities as well as the 
smaller ones, we gave away a great many more of these 
booklets than we anticipated, and, with products as 
specialized as ours, such results are indeed gratifying. 


Consequently, after the first year’s operation of your 
plan of window display, we pronounce it satisfactory to 
the ‘nth degree, and thank you for your cooperation 
an! willingness to do the “extra” things. 

Very truly yours, 


KEMINGTON RAND BUSINEES SERVICE, INC. 
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Always on the Alert 
for New Display 
Material 


E are always thinking about the customer, and are 

always watching for new display materials that 
will help us to do a better display job. Our latest find, 
a corrugated material, is called “Billowpak.” The first 
installation to receive the benefit of this new material 
was the Rochester Candy Works, and the display is pic- 
tured below. 

The light back of the display produces an original, 
softly beautiful, effect which catches and holds the 
eye. It is very easy to look at. The pedestals like- 
wise are merely rolls of this same Billowpak ma- 
terial. The soft shading of light over the ribbed 
surface gives this interesting material an unusual 
quality of richness which entirely belies its actual 
economy. 

Billowpak, discovered by Windo-Craft Display 
Service, is produced by Kimberly-Clark Corp. of 
Neenah, Wis., and was originally intended for a deco- 
rative packing material. It comes in convenient wide 
rolls m a variety of pastel tints as well as strong, 
brilliant colors. 





—The lettering and illustration are silk screen process on 
“Billowpak”— 
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How the National Advertiser’s 


Window Display Is 
Planned 


By EDWARD F. PAYNE 


SALES PROMOTION MANAGER, 
FORBES LITHOGRAPH MFG. CO. 


(Address delivered at Thirty-fourth Annual Convention, I. A. D. M.) 


HE national advertiser’s window display is 
planned first of all to sell it to the national 
advertiser, and, after having done that, to 
prove it so successful that the advertiser will 

come back for more, giving the lithographer all, or a 
good share, of his future work. 

A window display, with all its high-sounding de- 
scriptions eliminated, is nothing but a sign in the store 
wndow that the goods are for sale inside. If there were 
no other stores on the street, no traffic, no flappers, no 
airplanes in the sky, nothing of any kind to distract the 
pedestrian, the dealer could put a simple letter card 
in his window stating that he had certain goods for sale, 
and that would be all that he would need. But the 
public highway and the public atmosphere are full of 
things to lgok at, and in order to stop the passing throng 
we have got to plan window displays that can success- 
fully compete with millions of dollars’ worth of moving 
objects. If short skirts on the street could put the bur- 
lesque shows out of business, as they did a couple of 
years ago, what can other articles of female adornment 
and revealment do to window displays? And, of course, 
the female of the species is only one distraction. 


Planning the Display 


The national advertiser’s window display is actually 
planned, in most lithographic companies, at a confer- 
ence of the salesmen, the sales manager and the art 
director. The result of this conference is apt to be a 
few crude miniature suggestions that are later put in 
better form by the regular artists. Now these artists 
know a lot more than they are ever given credit for. 
They know just how to construct a successful display 
and can be relied upon to do it. They are continually 
studying the new trends in commercial art and are more 
than anxious to put all their knowledge into designs 
that will sell goods. Artists in a lithograph company 
are rather like doctors and some other professional 
men—they know their stuff and go about it with very 
little fuss and feathers. 

The artist’s rough pencil sketches may consist of 
the picture, slogan and some of the other lettering. 
These sketches are then submitted to the advertising 
manager, and he may select three or four that appear 
to be promising. These selected sketches are then put 
into rough color that gives them very much the effect 
of finished sketches. 
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~-—Edward F. Payne— 


Pre-Testing Displays 


If a plan for pre-testing is being used, these rough 
color sketches are next placed in store windows in dif- 
ferent cities and towns and towns and checkers stand 
outside counting the number of people who stop to look 
at the display and the number who go into the store, 
while a checker inside the store may count the number 
who buy, or the dealer may cooperate and keep a check 
on his sales. After four or five different displays have 
been tested in this way, the results are compared and 
the advertiser selects the display that attracted the most 
attention, caused the most inquiries and sold the most 
goods. 

Then that display is worked up in finished color, 


‘ again examined and okayed by the advertiser and finally 


lithographed and delivered. Thus the advertiser knows 
in advance before he has spent any money at all that 
the display will sell his goods. There may be other 
factors that will hold up his sales, but the planned and 
pre-tested window dispay will certainly do its share of 
the job. It is safe to say that there is no other form 
of advertising where the advertiser may know in ad- 
vance, with no expense whatever, just what he is buying. 


Direct by Mail Work 


It may be said that a test mailing in direct by mail 
work will give advance knowledge, but you have got to 
prepare the booklets, folders, letters, mailing list, etc. 
in order to make the test. In fact, the entire edition of 
books are printed before you start making the tests. 
But in these pre-tested window displays the lithog- 
rapher (if the advertiser will work with him as he does 
with his advertising agency) bears all the expenses until 
he has proven to the advertiser’s satisfaction that the 
display is going to really sell his goods. 

Not every advertiser asks for this pre-testing of 
displays. Many advertisers prefer to trust to theif 
own judgment, and it goes without saying that any 
lithographer is only too glad of a chance to carry ou! 
the advertiser’s own plans. It saves many a headache. 

(Continued on page 63) 
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The First Practical and Complete 
Display Manual and Text Book 
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Now Dawns a New Era for Display 
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The day of haphazard display passes forever as displaymen and retailers It is st 
everywhere obtain an entirely new understanding of display practice and able to 
principles from this new and complete window display course by Jack T. practic: 

. Chord. The th 
Don’t confuse this with any of those books on display now on the market tration 

which merely generalize on display procedure. This book is new and unique countr’ 

in treatment and presentation. beginn: 

ideas v 


For the first time it breaks down display into its very fundamentals, 














establishes definite principles of display practice and creates a scientific This be 
method to make displays attract the greatest attention and sell the most The mi 
merchandise. men W 
hackne 
It will dispel for all time the confusion as to correct methods of display and E 
by its very text and illustrations will give you a complete and thorough a Pen 
working knowledge of how the best window displays can be originated and 0 a 
installed. ie aa 
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Per Copy Postpaid 


$ Money Back If Not 
Satisfied « « « « « 


240 large pages, size 9x12, fully illustrated, heavy enamel paper, 
substantial cloth binding, stamped in silver. The most valuable 
and instructive display reference book ever produced. Now on the 
press and will be ready for delivery shortly. 


ORDERS FILLED IN THE ORDER RECEIVED 
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Complete In Text and Illustrations 











It is surprising that in the lengthy history of display no one has ever been 
able to take the subject and present it in a scientific and at the same time 


practical fashion. 


The thirty chapters of the new book with its 240 pages and over 400 illus- 
trations is a revelation in effective presentation of this difficult subject. The 
country’s leading display executives, retailers, national advertisers and display 
beginners will marvel at the masterful presentation and the hundreds of new 
ideas which its pages will impart. 


This book is the result of lengthy preparation and of practical display teaching. 
The methods presented have proven successful by improving the displays of 
men who had been previously guided solely by observation of the old 
hackneyed and stereotyped display ideas. 


For completeness, for thoroughness, for an entirely new scientific conception 
of the fundamental principles of display, for practical instruction and for 
guidance and reference, this new display book will prove worth many times 
its nominal selling price. You can’t afford to be without it. 








BOOK ORDER BLANK 


ioe atawssneehaeedseusedeuas seen 
THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 

Gentlemen :—Enclosed find money order for $5.00 for one copy 
of The Window DISPLAY MANUAL, by Jack T. Chord, as soon 
as ready. My money will be refunded if the book i$ not satis- 
factory and returned within five days. 





SPECIAL COMBINATION OFFER—By adding $2.00 to the 
price of the book, a total of $7.00, we will include a subscription 
to DISPLAY WORLD, either new, renewal or extension, a cash 
saving of $1.00. 
























TYPICAL CHAPTERS 


Space does not permit the complete 
presentation of each chapter, but the 
following two are typical: 


Chapter VIII. ANGLES—The Old 
Idea of Angles; The Number of 
Angles to Use in a Fixture Set- 
Up; How Angles Are Secured; 
How to Determine Angle Place- 
ment; Off Angles; How Correct 
Angles Relieve Confusion in a 
Stocky Window—Example of Dis- 
play Ruined by Use of Not Enough 
Angles; Example of Display Ruined 
by Use of Too Many Angles; The 
Use of Correct Angles in a Group; 
Facing Merchandise Out of a 
Group; Angles in Furniture Ar- 
rangements. 


Chapter XI. THE SET-UP CON- 
STRUCTION—A Consideration of 
the Factors That Enter Into the 
Set-Up Construction of a Window; 
Definition of Accessory Group; 
Definition of Merchandise Unit; 
The Principle of Accessory Groups; 
The Difference Between Accessory 
and Merchandise Groups and Mer- 
chandise Units; Example of Dis- 
play Consisting of Merchandise 
and Accessory Groups; Example 
of Display Consisting of Accessory 
Groups, Merchandise Groups and 
Merchandise Units. 


CHAPTER TITLES 


. As It Was in the Beginning 
. The Responsibility for the Future 
. Windows 

. Window Construction 

. Daylight Reflections 

. Window Fixtures 

. The Fixture Room 

. Fixture Set-Ups 

. Perspective 

10. Group Placement 

11. Height 

12. Balance 

13. Angles 

14. Grouping of the Fixtures 
15. The Set-Up Construction 
16. Unit Displays 

17. Readapting Displays 

18. Merchandise Accessories 
19. Fixture Accessories 

20. An Artistic Complex 

21. The Merchandise Message 
22. Installing the Display 
23. Contrast in Displays 

24. Using Colored Light 

25. Color in Displays 

26. Photographing Displays 
27. Dramatizing Displays 
28. Display Backgrounds 

29. Interior Displays 

30. Types of Show Cards 
31. Dealer Display Helps 
32. Prestige Displays 
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The Display Publishing Co. - - - Cineinnati, Ohi 
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A Sensational Presentation of 


DISPLAY KNOWLEDGE 


That Opens Wide Closely Guarded 
Doors to Display Knowledge and 
Establishes a Definite Foundation 
For Sueceess in Display Work 


The Window DISPLAY MANUAL breaks up seem. 
ingly complicated theories into Display Fundamentals 
that can be applied by everyone. It gives displaymen 
definite reasons for merchandise presentation and very 
clearly, by means of charts, photographs and graphic 
illustrations, points out each fundamental and estab- 
lishes its identity. 


It gives definite reasons for display practice and provides 
displaymen a yardstick to measure the effectiveness of 
window displays. No longer need displays be the result 
of merely fleeting decorative ideas uncontrolled by 
proven display principles. 


This book ends the lengthy search of its publishers for 
the display mind that could edit a book which would 
silence the crying need for display knowledge. Many 
manuscripts were rejected until Jack T. Chord presented 
his wonderful exposition of display as a scientific art. 
The book was produced only after it had been presente 
to outstanding display executives, who, without ex 
ception, were astonished at the fundamentals the book 
reveals. 


A Combined Text and Reference Book. 
Complete In Text and Illustrations-- 
Attractive. Substantial Cloth Binding 
--Will Prove Its Value On Sight 


* Per Copy 
Postpaid 


Your Money Refunded If Not Satisfie¢ 
Use the Order Blank On Preeeding Paéé 


PUBLISHED BY 
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The Ensemble 
Background 


Designs 



























































HE July issue of DISPLAY WORLD finds 
the ensemble background designs considering 
on the completed designs, a return to the 
interior for fall fashions and the August fur 

sale or event, while the incompleted designs as sug- 
gested on this page suggest interesting applications of 
modern art and composition as appropriate for window 
display background work. 


Good News 


efore continuing further let up inform you of the 
“good news” concerning the ensemble background idea. 
Due 10 the response from displaymen and stores for 
blue-prints, we have been able to work up our blue- 
print production to the point where instead of costing 
$5.0(' for a set of blue-prints covering the construction 
of tl: panel, and a set of four complete designs, the 
cost has been decreased to $4.00, while additional sets 
of ary month’s designs will cost but $1.75. To stores 
sendi:g in a check or money order for $5.00 before 
this 1 otice is received, we will send a complete set of 
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all the designs to date—this will include the designs 
for May, June and July. 

Due to the fact that we have had requests for spe- 
cial designs from certain stores, our art department 
is in a position, to make up special designs for store sales, 
anniversaries, openings or special merchandising events 
when an original display is wanted. This service will 
enable a store to avail itself of our art department, the 
only requisite being that complete details are submitted 
of your ideas. For example, if you are planning a 
Dollar Day and want to utilize the ensemble background 
idea, send us the plans of your event to the extent that 
it differs from the usual Dollar Day. By that we mean, 
should your store play up a slogan or should you have 
a special store color or monogram which would be in- 
cluded in the backgrund, send us actual copies that we 
can incorporate it in the design. 

You will, of course, realize that such a service must 
be very specialized and that special designs cannot be 
turned out over night. The more time we have on a 
design the more thought and work we will be able to 
put into it. For the information of stores going to 
avail themselves of this service we will not send out 
blue prints, we will send the original drawings. As we 
anticipate a definite need for such a service, we will 
charge but $5.00 a design—a design consisting of a set 
of three ensemble panels, one large and two small. 


July Designs 


The colors used on the designs this month will make 
them just as suggestive of the season they are to con- 
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vey as your placement of the colors. The August fur 
event can employ any number of color schemes, but 
we suggest as effective color combinations, black and 
white, or orange and black, or orange and brown or 
green and black. 

The other large completed design will be tremen- 
dously effective if you will cover the center panels with 
a silver or blue fabric, using the window relief in black 
one-half inch strips with actual neutral color mar- 
quisette or net for the curtains or drapes. The end panels 


—An ensemble background design for the August fur event— 




















should have the opposite color used for the panel cov- 
ering—if you use a silver center panel, use blue end 
panels, with the cut-out tree or decorative design in 
black. Or the following colors could be used: Yellow 
center panel, gold window frame, gold or ecru mar- 
quisette curtains, gold end panels, with reproduction 
of trees in brown or blue. You understand that in the 
fall the colors used will be heavy while in the spring 
when we suggest a color scheme, the colors will be light 
or pastel, unless a different color is mentioned. 













































































—This ensemble background design suggests a marquisette overdrape— 
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+" 4 Chicago affords the most complete Display Equipment and Decoration Market in the 
\ World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
‘Ov- 649 S. Wells Street | 13 South Throop Street 
end Window Display Decorations | “CUTAWL” Decorative Cutter 
1 in 
low 
nar- BOTANICAL DECORATING CO. THE KOESTER SCHOOL 
tion = 319-327 W. Van Buren Street 314 S. Franklin Street 
the Artistic Decorations and Artificial Flowers Display and Card Writing Instruction 
ring 
ight 
* CHICAGO CARDBOARD CO. NATIONAL CARD, MAT & BOARD CO. 
664-670 Washington Blvd. 4318-36 Carroll Ave. 
Art Poster Card and Mat Board Showcard Boards—Mat Boards 
CORNELL WOOD PRODUCTS CO. PAASCHE AIR BRUSH CO. 
307 N. Michigan Avenue 1902 Diversey Parkway 
Cornell Wood Board Airbrushes and Airpainting Units 





SCHACK ARTIFICIAL FLOWER CO. 
319 W. Van Buren Street 
Artificial Flowers and Window Decorations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce. 
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F the thirty-fourth annual convention of the I. A. D. 

M. accomplished nothing more, it took its first big 

step forward in the realization that displaymen to 

be successful must progress. Not just one speaker, 

every speaker spoke emphatically on the displaymen’s absolute 

need for definite and concrete knowledge—knowledge of buy- 

ing, knowledge of styling, knowledge of merchandising and 

knowledge of display work as it applies to every department’s 
activities. 

Arthur Price, sales promotion manager, The Namm Store, 
Brooklyn, N. Y., presented, in his talk Wednesday afternoon, 
the most constructive consideration of the displayman’s prob- 
lems that we have ever heard. The most impor‘ant fact pre- 
sened for our consideration was the effect of the so-called 
depression on display activities. He said, “Last year stores 
in the half to two million dollar class showed the largest 
decrease in sales and that these stores reduced their display 
budgets from 1.11 per cent in 1929 to 85 per cent in 1930, 
while the stores in the larger volumn class maintained or 
increased their display budgets and registered a considerably 
less falling off in sales than the smaller units.” 

In speaking of the growth of the displayman, Mr. Price 
said: “Within a year display directors will become sales pro- 
moters and will know more about the retailer’s viewpoints 
and ideas than ever before. Displaymen are going to be sales 
promotion-minded. Displaymen are going to be merchants 
and are going to sell goods. Displaymen are going to think 
as retailers think, plan as retailers plan and become a more 
important division of the retail profession than ever before.” 

Mr. Price cited the trend in promotion from the advertising 
department to excutive departments and stated that the display 
managers, because of the closer knowledge of retailing that 
they are going to acquire, will be in line to carry through to 
more important and higher salaried divisions of the sales 
promotion field. Before this trend can become a reality, how- 
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There is Romance in 
All Merchandise 


Find it, tell it, display it, and you will 
find the point of least resistance —— 


— 








THE WOMEN’S AUXILIARY 


A* excellent program was arranged for the members >f the 

Ladies’ Auxiliary of the I. A. D. M. Mrs. A. J. lianni- 

~ gan, assisted by Mrs. J. H. Richter, secretary, Women’s Aux- 
iliary, officiated at the meetings. 

While the ladies were more or less handicapped by “Old 
Man Depression’s” lack of a:tendance, the program was carried 
out and every lady attending the auxiliary meetings more than 
enjoyed the gatherings. On Monday, bridge was playe: and 
tea was served at the Salada Tea Company. Tuesday found 
the ladies taking a bus ride around Boston, ‘with lunch being 
served at Henry Ford’s Wayside Inn. The bus ride continued 
through Lexington, Concord and other historical points of 
interest. Tuesday evening a theatre party was enjoyed at the 
Metropolitan Theatre. 

Wednesday included a shopping tour of Boston. Luncli was 
served at William Filene Sons Company, aftér which a tour 
of the store was made and a style show was enjoyed. Wednes- 
day night, of course, the ladies enjoyed the annual banquet. 





Right in accord with the need for more knowledge about 
store activities and sales, gleamed the one big outstanding idea, 
repeadedly referred to as “displays that sell.” We heard it 
from Wim. H. Scharninghausen, display manager, Bon Marche, 
Seattle, Wash., when he said, “Displays should be dramatized 
with an idea showing or suggesting the uses or possibilities of 
the merchandise. Your responsibility and my _ responsibility 
is to bring more people into our stores and to make them ask 
for definite articles of merchandise.” 

W. A. Murchison, sales manager, Vita-Ray, emphasized 
Mr. Scharninghausen’s address by pointing out that, “There 
is a real selling slant to every line of merchandise that breaks 
down sales resistance. One of the bes: selling windows that | 
havea ever seen of trunks and luggage, was one that featured, 
not only the convenience, but ‘strength of the locks.’ The fact 
that the locks were substantial was of the greatest interest to 
the customers.” 

Mr. Murchison continued with, “The whole matter boils 








—Reelected, 
President Emile Schmidt— 
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down to dramatizing in displays some or several selling points 
of the merchandise that will make the cus.omer stop and take 
notice and want the goods. That is where ideas enter display 
and wiat good displays require above all else is a real idea 
man— displayman who can dope out ways and means of 
makiny a picture of a selling point.” 

Ge rge Vesper, in his inspiring address on “Inspiration,” 
said: ‘Inspiration is something that comes only to those who 
go afcer it and the only way to acquire it is by continual 
study and application. In some windows that I have seen 
the inverest is so sca.tered it is wholly and completely lost.” 


Monday Morning 

ITH a large gathering of displaymen in the assembly 
W room, President Emile Schmidt called the thirty-fourth 
annua! convention to order. The Rev. Francis L. Phelan, 
S. T. L., Assistant Chansellor, representing his Eminence 
William Cardinal O’Connell, delivered the invocation. The 
address of welcome by Thomas A. Mullen, director of pub- 
licity, city of Boston, was extremely interesting, as Mr. 
Mullen, in accord with the spirit of the convention said, “In 
studying the windows around Boston—something I have been 
doing these past few weeks, knowing I was going to deliver 
the address of welcome at the Displaymen’s convention—I 
must quote from Ruskin with, ‘Industry without art is ugi- 
ness.” President Schmidt, in commenting on Mr. Morton’s 
address of welcome said, “What a great publicity man you 
would make for a department store. I am sure that any ap- 
propriation that you would ask for would be granted imme- 
diately.” 

David Morey, President Boston Displaymen’s Club, re- 
sponded to Mr. Morton and said, among other things, “Display- 
men get discouraged too easily. When times are trying, we 
are apt to pass on to other things, thinking the the grass grows 
a little greener on the other side of the fence, instead of stick- 
ing it out.” 

The president intreduced Charles W. Morton, Weinstock, 
Lubin & Co., Sacramento, Cal., “the father of the association.” 
Mr. Morton was president of the displaymen in 1899 when 
they were known as “window trimmers,” and he told of the 
first convention at the Palmer House in Chicago. ‘“Thirty- 
four members were present, and we organized what we called, 
‘The National Association of Window Trimmers.’ ” 

At the nocn luncheon, Winhrop B. Frye, display manager, 
William Filene’s Sons Co., Boston, spoke on “Facts Plus Pro- 
motion.” Mr. Frye stressed the importance of co-ordination 
between display and merchandise departments and said, “When 
one unit becomes deficient it reflec's upon the whole organi- 
zation and every department feels its effects.” He asked the 
displaymen if they knew which location was best for certain 
merchandise, and said that ‘he successful displayman would 
be the one who knew and who recognized the importance of 
facts,” 

Miss Marion G. Brown, advertising manager, R. H. 
Stearns Co., Boston, impressed the listeners with her address, 
“Whatsoever Things Are Lovely.” Miss Brown said: “We are 
living in a fashion age. There is fashion in architecture, 
clothes, furniture, automobiles, and recreation. The skyscraper 
has supplanted the old five-story office building of father’s day. 
The morris chair to the modernistic furniture. The old buck- 
board to the new Ford and croquet to miniature golf. More 
people had X-ray photographs taken of their teeth and insides 
last year than had portraits taken of their visage. -Whether 
We want it or not, change comés.” She continued with, “We 
are potentially advertisers of more than the merchandise we are 
trying to sell. We are advertisers of ourselves, of life, of hate 
or love. f peace or strife, of prosperity or hard times. What- 
Soever things are lovely, therefore . . . whatsoever things are 
syncnynous with beauty, courage, comfort, health, romance or 
cheer, f there be any virtue and if there be any praise, think 
ot thes. things. Then we can advertise life and the things that 
add to the happiness of life . . . without cutting prices.” 

Ves er L. George, of the Vesper George School or Art, 
Boston. was the first speaker on the afternoon program and 


(Continued on page 28) 
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UNIQUE! 


or Fall delivery. 











Reg. U. S. Pat. Off. 





| CHROMIUM “HOLDS” THE EYE! 


BRILLIANT! 


Easy to keep clean .. . easy to look at, and 
Onli-Wia’s low prices make it easy to buy! Beautifully com- 
bined with Walnut in moderne style. Order now for immediate 


ONLI-WA! 


No. 4400 Design in Walnut and Chrome 
No. 4014--36x42 plateau 
Also in Bird’s-eye Maple and Chrome 
and Antique Oak and Chrome 


MEOML-WA FIXTURE CO. 


Dept. D.W., St. Paul Ave., Dayton, O. 
Chicago—i1323 Merch. Mart. 


Members National Display Equipment Association 


Buffalo—i2 Root Bldg. 
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DISPLAY 
FIXTURES 


It will pay 
you to write 
for our prices 
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Why pay more than 5 

for a projector? Why $2 .00 
buy a projector that does not 
use standard lamps? 

Why be satisfied with a lens 
that covers less than a 7x7 
picture? Why have a projector 
that cannot throw every picture, 
facing right or facing left, for 
instance, in scrolls or dupli- 
cating panels? 


The Brischograph is the only pro- 
jector that uses these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 











92 E. Lakeview Ave., Columbus, O. 


@® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Will enlarge newspaper, maga- 
zine, photos or sketches of 
7x7 inches up to billboard 
size. Reproduces colored pic- 
tures in their colors. It’s easy 
to make life size posters, cut 
outs and background panels. 
Simply place picture, switch 
on lights, focus to size wanted 
and draw with pencil or brush. 


Find out what similar lanterns 
cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 
BUY DIRECT FROM THE 
MAKER. 

Comes complete with switch cord 
and. plug. 300 watts and Trans- 
bose Mirror with two pictures 
im position. 


Now in its fourth year. 
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Let’s Talk About 
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Let’s Consider 
Let’s Really Use 











—If you want to 
make grand holes 
in your window 
woodwork, use a 
nail, a brad, or a 
thumb tack— 




















HAVE had any number of displaymen say, 

“T am not allowed to use pins in my win- 

dows, as too much merchandise is ruined.” 

Of course, merchandise is damaged if pins 

are not used intelligently, but if they are used cor- 

rectly there is no reason why merchandise should be 

ruined. Accidents will happen, but with a little pre- 
caution they will become very rare. 

Correctly merchandised windows sell the goods, 
and, if in order to properly arrange the goods to make 
effective displays pins must be used, then use them. 
Probably a few suggestions would prove helpful. 


ON’T use large pins. In your notions stocks you 
have pins size S.C., M.C. and F. 34. You can 


























—Some displaymen use their trouser pockets for a pin 
cushion— 


—The correct way to hold a pin when 
driving it is between the thumb and fore- 
finger— 


—In the waste paper basket will go nails, 
brads and thumb tacks— 








—Some display- 

men use. their 

ties for a pin 
cushion— 


“ts 











use the S.C. size, but better still, buy 34-inch, No. 7, 
steel bank pins. These pins come in half pound boxes 


- and will last a store indefinitely, depending, of course, 


on their use. 

There is never any occas:on when thumb tacks, 
carpet tacks, brads or nails should be used in a dis- 
play. Even fabrics and paper background effects can 
be put up with pins. Velour and beaver board floors 
can be placed into position and held there with pins. 
Don’t be afraid of the holes that they will leave in the 
floor or background. True, they will leave a hole, but 
the hole is very small, much smaller, in fact, than a 
hole made by a thumb tack, carpet tack, brad, or nail 


LWAYS pin against the pull of the material. 3 

that we mean just this. When pinning down 4 
window floor, putting up a background, etc., always 
drive and bend the pin against the pull of the material. 
In that position the pin will hold the goods in place. 
If not used in that manner, the merchandise whet 
pulled slips and often times holes are jerked into the 
fabrics. 

The same is true of pinning merchandise on stands 
shirts on boards, etc. If pinned against the pull of 
the material the pin will hold the goods, insuring é 
smooth, tight effect, or an evenly merchandised :tané 


LWAYS remove pins from merchandise used ™ 
displays. When merchandise comes out of # 
window and a hole is torn in it, that hole is often th 
result of a p'n left in the goods. The person folding 
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Pins! 
Pins!! 
Pins!!! 


—Cail me a graphic 
illustration of what 
happens when a pin 
hits a buried nail— 


Ss 





—Some display- 

men still use 

their mouths for 

pin cushions. Do 
you ?— 














or re-rolling the merchandise, not knowing the pin or 
pins are in the goods, catches them on something and 
a hole results. 


HE windowman should always, when tacking down 

a background or drapery effect, first remove the 
pins from the bottom of the trim. If the pins are re- 
moved from the top the entire display falls down and 
in order to remove the bottom pins the merchandise 
must be pulled up, and often it is unintentionally 
pulled or jerked and additional holes result. 

When goods are used as a window floor and pinned 
down, the pins must be removed from the floor before 
the material can be taken up. If you just jerk the 
material up when removing it from the floor, it doesn’t 
matter whether it is cretonne, satin, velour, etc., it 
will tear. 


THIS is the most important of all. Don’t place pins 

in your mouth. It is very hard to break yourself 
of this habit, but you must do it. You ask why? 
Pins that have been placed in your mouth become wet 
or moist and if they are placed in merchandise they 
rust and when they are taken out they always leave 
a hole, : 

Place pins for window work in a pin cushicn in 
your tie, in your vest, in your trouser pockets, but 
keep them out of your mouth. 


WHEN pins are taken out of a display, if they are 
correctly used, the majority will be straight. Save 
them. Why throw away a straight pin. It can be 
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—Pins will bend very easily if you do not 
understand how to use them— 


—Three bent pins, just about ready to be 
pulled and swept out of the window— 











7 





























used again. It is a very simple matter to place a 
straight pin in your trousers as*a window is being 
untrimmed. If you don’t save the straight pins you 
will be surprised how fast you can use them and how 
expensive an item they can become. 


ON’T hammer pins. By that we mean, don’t drive 

pins into your merchandise effects. Merchandise, 
as a rule, is very light in weight and there is no reason 
why the pin must be driven into the background, floor, 
upright, etc., until it bends. In practically every mer- 
chandise effect you should be able to remove the pins 
with your fingers. Of course, if you try to build a 
house or hang a ten-pound truck in the window you 
will have to drive the pin home, but you seldom use 
such effects in your displays. 

If you use pins at all use them correctly. 


7 
—Some displaymen pin pins on their shirts— 
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—Some displaymen use the old-fashioned pin cushion— 
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—Photograph of the annual I. A. D. M. banquet. And a 
good time was had by all— 


I. A. D. M. Convention 


(Continued from page 28) 


his address on “Inspiration” was an inspiration to every dis- 
playman. Mr. George referred to inspiration as a sixth sense. 
He said, “We are constantly using five faculties,” and com- 
paring the five senses to five tones, he said, “When we strike 
five different tones individually, each tone is different, but 
when we Strike them all at once we get something different ; 
that is inspiration.” 

“Inspiration is the result of years of study—you ‘sweat 
blood to get it—i.’s the result of thorough interest, precision, 
care and carefulness. Nothing comes to one; you’ve got to 
dig it out and apply it to the job you have. If you distribute 
your interest all over your window you loose attention be- 
cause you’re not focusing attention. If you scatter attention 
you lose force; if you focus attention you secure force. The 
way to make a beautiful window is to make an art window 
of the merchandise you are displaying. How can anyone be 
successful unles he knows what he is doing?” Mr. George 
quoted from Spencer when he said, “Nothing is permanent 
but change.” He advised displaymen to, “Be not the first to 
withhold the new, nor the last to lay the old aside.” 

“Windows That Bring People Into the Store,” was the 
theme of Wm. Scharninghausen’s talk, and he said, “If show 
window are handled properly they will pull more publicity 





I. A. D. M. CONSIDERS MERGING WITH N. R. D. G. A. 
THE executive committee of the I. A. D. M., at the closing 

of the thirty-fourth annual convention, instructed Presi- 
dent Emile Schmidt and Secretary James W. Foley to confer 
with officials of the National Retail Dry Goods Association 
relative to the suggested consolidation of the two organiza- 
tions. 

Messrs. Schmidt and Foley will report back to the execu- 
tive committee, and, if the latter take favorable action, the 
consolidation will become effective without further vote on 
the part of the general membership. 

Approval of the Amalgamation has already been given by 
the directors of the dry goods group, and, according to well- 
informed factors at the displaymen’s convention, it is likely 
that the amalgamation will be effected. It is believed that this 
amalgamation will be a means of assuring greater attendance 
of I. A. D. M. conventions, and, with the added prestige of the 
N. R. D. G. A., the I. A. D. M. will prosper accordingly. 
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QUINTRELL BRINGS GREETINGS FROM A. F. A. 


Br VERETS QUINTRELL, display manager, the Elder & 

Johnston Co., Dayton, Ohio, represented the I. A. D. M. at 
the annual convention of the Advertising Federation of Amer- 
ica, Hote] Pennsylvania, New York City, June 14-18. He, in 
turn, represented the A. F. A. at the Boston convention of the 
I. A. D. M. On arriving in Boston he brought the following 
gree‘ings from the A. F. A.: 


To the Members of the International Association of Dis- 
play Men: 

We, the members of the Advertising Federation of 
America, now in session in New York City, send greet- 
ings to you on your thirty-fourth annual convention. 

With regard to the proposition that you have asked 
us to consider, we shall be glad to discuss the question 
of joint sessions of our respective associations that we 
might realize a closer cooperation in window and news- 
paper store publicity in the near future. 

With sincere best wishes for a successful convention, 
I am, Cordially yours, 

EARLE PEARSON, General Manager. 





than any other medium.” Mr. Scharninghausen told the dis- 
playmen to make displays of the things that people are buying. 
He said, “Fast moving merchandise is always.in fashion.” 
And, “If we continue to trim windows during these trying 
times like we always did, we are not going to advance.” 

At the close of the afternoon session E. E. O’Donnell, 
display manager, Sisson Bros., Binghamton, N. Y., demon- 
strated live model draping. He created a very beautiful formal 
gown of silver and black, and at the conclusion of his demon- 
stration, told how fabrics were exploited in his store. He 
said, “We have found that silk and fabric events, featuring 
live model draping, sell the merchandise.” And as presi‘ent 
Schmidt so appropriately commented on O’Donnell’s draping, 
“Ladies are buying more yard goods and displaymen should 
polish up on the ‘art of draping.’ The needle and thread are 
coming back into prominence.” 


Tuesday 


“7 you saw an old-fashioned girl leave a Fifth Avenue h»tel, 

would you laugh? If you saw a Queen Ann interio~ in 
an aerophane, would you laugh?” Such was the address by 
Donald Desky on “The Store Display and the Free Li.nct 
Director.” We might say that his address was bassed of 


(Continued on page 42) 
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FOR MERCHANTS — DISPLAYMEN ~— ADVERTISERS 
Title Registered U. S. Patent Office 


Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
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JACK T. CHORD, Managing Editor. 


OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
~3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 

The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit manu- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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A RECORD OF DISPLAY 


Records are a very wonderful thing, particularly 
when complete, but when incomplete, one finds one’s 
self wondering at the vacancies. Wondering where 
accurate information can be secured to enact a record 
of achievement—wondering where a source of knowl- 
edge can be obtained to complete an authentic report. 
Such are my wonderings as I write this brief History 
of Display. Many are the vacancies—many are the 
questions I would ask were I but permitted to cover 
the growth of display from the beginning. 

I have at my disposal one of the most complete 
records of display in existence, yet it dates back but 
a few years—a generation or so. Display has existed 
since the beginning of mercantile endeavors—the 
trading of goods—though crude, undoubtedly, were 
the original attempts. But, like every endeavor, the 
beginning is always crude. It is only through de- 
velopment that we progress—it is only through 
growth that we improve. 


DISPLAY HISTORY 


We criticize, usually, quite severely the displays of 
any previous period and place our efforts on a pedestal 
as the ultimatum. Yet, just as surely as we place a 
laurel wreath around an achievement, the waters of 
advancement and progress commence to wear away 
the foundation of the pedestal, and before we realize 
what has happened the exhibit has joined the ranks 
of its predecessors : A new wreath illumes the horizon. 





DISPLAY WORLD 


July, IQ3I 








A brighter or a higher pedestal has been erected, and 
we must begin again least we lose our identity in the 
multitude. 

A history, to my knowledge, speaks of the out- 
standing achievements of a nation. A _ systematic 
written account of events, especially those effecting 
an institution, science or art, and such achievements 
bespeaking developments from the beginning are 
usually found in old and dusty archives. But display 
has no such archives. Display, though dating back 
to the beginning of business, has no records other than 
those compiled during the past few generations. 


OUR DISPLAY BACKGROUND 


The past economical upheaval has done more to 
wake general business to the ease with which display 
budgets could be cut, and at the same time, to wake 
the entire display profession to the appalling lack of 
display background. A background or history so 
solid that the business structure would topple were one 
brick removed—a background recognized for its sta- 
bility—a background on which the profession can 
point a finger of pride-—a background every display- 
man can be proud to be part of. 

Such is the background we must build. Such is 
the history the display profession wants to be identi- 
fied with. Such a work will require stupendous efforts 
on the part of every man occupied with its develop- 
ment—on the part of every paper or publication ex- 
ploiting display progress. We must work together. 
We must join hands if we are to attain historic per- 
fection—work together, if we are to build a structure 
we can enter with the same degree of pride that the 
advertising profession enters the portals of its 
achievements. 


WHAT ARE YOU GOING TO DO? 


What are you, as a displayman, going to do about 
this condition—your condition? Are you going to 
join hands with your display brother and help mix 
the mortar for a real foundation or, are you going to 
take your knowledge, decorate it with a wreath, and 
place it on a pedestal to be disintegrated by the 
elements? Are you going to enter into the spirit of 
club affairs, give your earnest support, attend meet- 
ings, help raise the standard of display personnel, or, 
because you are a big displayman, and because your 
club must—due to lack of your cooperation in the 
past—meet in improvised club rooms, let the other 
fellows do all the work while you criticize your pro- 
fession for lack of facilities, for lack of background, 
for lack of history? 

What part of display history are you, as a display- 
man, going to write? No one person can write more 
than an individual chapter, and display history will 
be composed of many chapters. Many will be the 
contributors. Many will be the ideas of progress and 
advancement. Many will be the accomplishments. 
What contributions will you make? What part are 
you going to write? What part are you going to 
play? What chapter are you going to design? 
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SAYING WHAT WE THINK 

With the announcement, in the April issue, of my 
affiliation with DISPLAY WORLD, I have received 
a great number of letters from friends in the display 
field of congratulations, but not until the drawing, 
reproduced above, was received had the thought of a 
more formal acknowledgment of this material sug- 
gested itself. I hasten, therefore, to make amends, 
and wish at this time to again express my sincere 
appreciation for the good wishes of my friends. 

I am sure that all who know me personally will 
agree that Dorlon Peckham, displayman, J. C. Pen- 
ney Co., Reno, Nev., who attended one of my classes 
of display in Los Angeles last year, has faithfully 
preserved the—shall I say—“spirit of Chord” in his 
“congratulations.” While the following extracts from 
letters but serve to impress upon my consciousness 
my obligations to the display field. 





CARL V. HAECKER, 
Montgomery Ward & Co. 

I! am sure that you will like your work with DISPLAY 
WORLD, and I want to extend my heartiest congratulations. 
[ think that DISPLAY WORLD should be congratulated also 
on having selected a man of your experience and ability to 
andle the job. Certainly you should be able to contribute 
meterially to the publication and I am sure that we can look 
forward to seeing a most practical magazine in the future. 


= ad 


JOSEPH SCHACK, 
Schack Artificial Flower Co. 

[ consider DISPLAY WORLD a very progressive maga- 
zine, reaching the small merchants as well as the displaymen, 
an’ with your addition to the staff, I am sure it will do even 
biczer things. I have heard some very favorable comments 





from displaymen on your previous articles in this magazine, 
so that I feel confident you will be successful in your new 
undertaking. 


FRANK D. MAXWELL, 
The Display Center. 

I want to congratulate you and also the DISPLAY 
WORLD on your new connections. You certainly are quali- 
fied for the position, ard no doubt will make a great success. 
If there is any way that I can cooperate with you at any 
time, or if there is anything that I can do for you in New 
York, please let me know. 


J. DUNCAN WILLIAMS, 
Williams-Marshall Displays. 

I had a nice letter from Mr. Silverblatt this morning in 
which he had some very nice things to say about you; par- 
ticularly expressing his confidence in your ability to handle 
the editorial policy of DISPLAY WORLD successfully. 
We met at a meeting of the Metropolitan Display Men’s Club, 
at which time, if I am not mistaken, you read a copy of a 
letter you had written to DISPLAY WORLD concerning 
your plans for holding schools of instruction in display, 
during the year 1930, for various J. C. Penney stores. I 
wish at this time to express my best wishes for your future 
success as managing editor of DISPLAY WORLD. I will 
be very happy to cooperate with you in any way that I can. 


CHAS. H. BROOK, 
Servisign Studio. 

I was delighted to learn of your new connection in the 
editorial field. Your long and very creditable experience in 
actual window display work should give your magazine a 
real “honest to God” touch that “trade magazines” must 
have. And your native genius and love for “display art” 
will surely “pep” things up. I have a brother in the trade 
paper field, and I know through him how essential it is that 
one knows his “stuff” in order to make a paper a success. 
Best wishes. 





















































OST Dramatic Values in More Than a Decade” 
has been the keynote of Macy newspaper advertising 
and windew display for the month of June. At first 
all the main flank of windows contained backgrounds 

of large graphs. These were white and checked like regular 
graph paper. The frantes were white, <rimmed in blue. The 
rise and fall of prices from 1918 to 1931 were plotted in heavy 
blue lines. The chart for each window took up various items 
(corresponding to the merchandise shown), such as wool, silk, 
leather, cotton, rayon, eac. A ruled-in box at the right-hand 
corner of each chart featured a brief editorial story. Also, 
the various charts were illustrated with comic and effeczive 
pictorial symbols tying in with the individual topics. In sub- 
sequent weeks only two of the windws re ained these charts 
and displays in the others were changed. A similar program 
was carried out by Bamberger’s, in Newark, which is under 
the same management. The initial advertisements stressed this 
line: “It is our job to help cure this depression.” The results 
are reported to have been unusually successful. 


Gimbel’s. 


BP: ginge Opportunity Days” was the theme song of the month 
at this store. A gigantic desk pad calendar appeared in 
each window—realistic in every detail. The thick pads were 


—Gimbel’s: “June Opportunity Days” by Van Sand— 
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Background “graphs” by Eldredge— 





white with numerals in red and lettering in blue. The top 
caption was “June Opportunity Days,” and across the bottom 
was writen, “Store-Wide Sale Featuring Lowest Prices in All 
New York.” In the space between were descriptive legends 
referring to merchandise in spcific windows. For instance, the 
copy in one read, “Tennis Dresses, White and Pastels.” 


W anamaker’s. 

OINING the chorus, this store took up the an.i-depression 

cry with its “Low-Point Sale.” Each window had a poster 
labeled, “Store-wide Sale. Every section offers low-point prices. 
Lowest in the ci.y—quality for quality, line for line. With 
quality maintained.” 

Each poster also bore a small replica of a “low-point” chart. 
McCreery’s. 

‘HIS store told its story in chalk drawings—in three win- 

dows, at least, devoted to sportswear for golf, the beach 
and tennis. Triple panel backgrounds were employed. They 
carried action-drawings of typical sport scenes. 


Best’s. 
A WINDOW emphasized the suburban branches of this store 
with a large map showing architecture and location of the 
(Continued on page 44) 
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OODWARD Avenue this month seemed to borrow 

its window a%tractiveness from the Great White 

Way to allure shoppers; not with light, although this 

thoroughfare has ample, but with white-white-white 
emphasized in the windows everywhere. Window after window 
of clever displays told the shopper that white was the fashion, 
and sure to be correct for any and all summer occasions. 


J. L. Hudson Co. 
J L. HUDSON’S, the early part of the month, had a liberal 

* showing of bride’s gifts. Some six windows in all with 
the same display treatment, namely, a large open-book effect. 
One side of the book had two niches, the other side plain, with 
the simple impressive wording, “Here Comes the Bride.” The 
displays of electrical gifts, pictures, lamps, linens and silver 
were all handled in a masterly fashion. A like treatment “For 
the Graduate” presented books and stationery. 

Harking back to the romantic days of long ago, one was 
awed with the impressive (painted) backgrounds used in four 
Woodward Avenue windows. These carried the French influ- 
ence, with life-like, quaintly dressed figures leading up to the 
caption of each display: “For the Romantic Summer.” Quaint 
dresses of this past romantic age of white embroidered organdy, 
white lace, white satin, and of imporved lace hats, completed 
this interesting group. 
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By F. E. 
WHITELAM 
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—¥F. G. Clayton Co.: Summer clothing display by Weaver— 


—J. L. Hudson’s: 
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Probably the outstanding men’s display was placed at Hud- 
son’s to promote their “Gentlemen’s Quarterly.” These dis- 
plays, of which there were four, drew a great deal of attention. 
The cut out letters, “What Mr. Good-dresser Will Wear on 
His Summer Vacation and Travels,” were used in each dis- 
play. Bathing, active sport clothes, spectator sports clothes and 
travel accessories, including bags and trunks, were displayed. 



























Crowley-Milner Co. 

ROWLEY-MILNER’S replaced most of their recently 

installed backgrounds wi-h very simple, plain center panels 

of light grey felt, on which, in raised purple letters, the vari- 
ous promotions were advertised, such as “Dramatic Dress Sale 
—$7.50,” “June is Dress Month,” etc. A hat display of attrac- 
tiveness and unusual appeal was arranged in eight single open- 
ings close to the glass, at about eye level, with this wording 
above the opening: “We Have Selected These Hats For’”—and 
below each bust and its proper hat the single words, “Walking,” 
“Town,” “Golf,” “Mooring,” “Yachting,” “Riding,” “Tennis” 
and “Garden.” 

The men were reminded of purchasing shirts in a clever 
manner. As one viewed this display, a unique arrangement of 
cut-out heads and busts, properly shirted, represented ball-park 
bleachers with rows upon rows reaching almost to the ceiling. 

(Continued on page 37) 





“Sum mer Quarterly” display— 
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A Dealer Designed 
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By WENTWORTH P. CUNNINGHAM 
EAGLE PICHER LEAD COMPANY, CHICAGO 


BASED ON AN 


INTERVIEW WITH H. E. ZIPPRODT, ZIPPRODT, INC., CHICAGO 


VERY new experience which we have in de- 
veloping a window trim leaves us with more 
and more appreciation for Mr. Retail Dealer 
as a source of helpful and effective ideas. 

For while we cannot often follow his suggestions 
without considerable modification and refinement, we 
do find in them a certain freshness—a directness of 
viewpoint—which, under the guidance of our creative 
department reflects very advantageously in the fin- 
ished display. 

We do not wish to minimize here the importance 
of the fact that the trim must fit in smoothly with the 
advertising program of a client; that it must be a 
definite, active link in his merchandising plan. This 
point alone attaches dominating significance to the 
information and ideas which are to be gleaned from 
his sales and advertising departments or his agency. 
Yet we feel that we can learn a lot at the point of 
sale, too, which can be utilized in the production of a 
thoroughly effective display. For this reason, we like 
to have members of our creative staff freshen their 
viewpoint and enrich their experience by frequently 
contacting the retail dealer. Moreover, this contact 
aids materially in the development of a trim which 
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will meet with an appreciative reception on the part 
of the retail trade. ' 

Among our recent experiences, we had a some- 
what unusual opportunity to subject the value of 
point-of-sale ideas and suggestions to a practical test. 
We term the opportunity unusual because conditions 
in the particular industry of our client necessitated 
more than ordinary cooperation with the dealer in 
designing a window display. The occasion was the 
development of a new trim for Eagle White Lead, a 
basic paint product manufactured by the Eagle-Picher 
Lead Company. 

After our initial conference with our client—we 
did not begin our task by submitting sketches or art 
work of any sort for consideration—we believed that 
the time was much too premature for developing a 
design, and that any sketches prepared so early in the 
game would of necessity be largely guess work. 
Instead, we proposed to take the funds ordinarily in- 
vested in speculative art work and expend them in an 
effort to find out just what type of display would 
most adequately perform its duty in the dealer’s store. 

We stressed the point that the retail merchant, 
through whose store the merchandise must move, was 
in an unequalled position to 
give us facts around which a 
display could be scientifically 
built. If we utilized the ideas 
gleaned from his experience 
and shoulder-to-shoulder con- 
tact with Mr. Consumer as the 
basis for our trim, its effective- 
ness should be a certainty. Fur- 
thermore, by building a display 
as closely as possible in accord- 
ance with his specifications and 
desires, we would be sure that 
the finished result would meet 
with his approval, and in tura, 
his appreciative treatment. 


—This display consists of five units, 
two of which are equipped with 
strongly constructed shelves that 
will hold actual products and that 
are equally adaptable for counter 
and window use. The copy in the 
center panel is so placed that it can 
be read, even at a distance— 








July 





Gi 
haps 
to be 
first f 
in wh 
propo 
retail 
necess 
minde 

Wi 
tribute 
burbas 
dealer. 
towns, 
They | 
Lead 
not int 
was to 
dealer, 

the Op] 
I*ro 
men to 
and art 
idea of 
the ma: 
We fel 
measur; 
floor ky 
Ino 
ber of 
gested | 
Fagle-F 
our staf 
of whit 
the dea] 
the dist 
appeals 
be visus 
devised 
Cooperat 
Our 








ns 
ed 

in 
he 
a 


we 
art 
lat 
Ee 
the 
rk. 
in- 
an 
uld 
re. 
int, 
vas 
to 
ba 
ally 
leas 
nce 
‘on- 
the 
ive- 
‘ur- 
play 
ord- 
and 
that 
neet 
uri, 


inits, 
with 
that 
that 
unter 
n the 
t can 





July, 1931 
Sk 
Products 
d to help 
your work 


desi 
you 








—Close-up view of one of the side displayers— 


These points were seemingly obvious. Yet per- 
haps it is their very obviousness which causes them 
to be neglected when a trim is created in the thirty- 
first floor office of an art director, far from the market 
in which it is expected to do its work. In short, we 
proposed to seek the origin of our display over the 
retail counter, with the thought in mind of letting the 
necessary revisions and refinements of a display- 
minded creative staff come later. . 

We began a survey of sixty-five typical paint dis- 
tributors, located so as to represent semi-rural, su- 
burban, and urban trading areas. These included 
dealers in Aurora, LaSalle, and other small Illinois 
towns, as well as those in Chicago and Milwaukee. 
They represented accounts not carrying Eagle White 
Lead as well as those carrying it. The survey was 
not intended to be of vast proportions; our purpose 
was to get representative facts from the average paint 
dealer, and the accounts we selected amply provided 
the opportunity. 

‘rom our own organization, we assigned four 
men to this research. Two came from our creative 
and art departments, and were chosen with the express 
idea of helping them secure a first-hand picture of 
the market into which their work would later be sent. 
We felt that their creative efforts would be im- 
measurably more effective because of this ground- 
floor knowledge of our customer’s problem. 

In our interviews, we sought the answer to a num- 
her of specific questions, many of which were sug- 
gested by E. L. Gouedy, advertising manager of the 
Eagle-Picher Lead Company. Others were added by 
our staff. These varied from such topics as the life 
of white lead display, the frequency of its use, and 
the dealer’s willingness to devote an entire window to 
the display, to more complex points such as what 
appeals should be stressed, how these appeals should 
be visualized, and how a white lead trim could be 
devised so as to offer the dealer unusually strong 
Cooperation. 

Cur visits exceeded our expectations in bringing 


(Continued on page 56) 
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POINT OF SALE 


Specialists . . . 


























. . . in Merchandise Presentation 


Complete Professional Display 
Assistance for 


ADVERTISING AGENCIES ¢ e 
MANUFACTURERS 
NATIONAL ADVERTISERS ¢ e 
e RETAILERS 


DISPLAY COUNSEL WITHOUT OBLIGATION 


Write for literature describing 
our service in detail. 





W.L. STENSGAARD & ASSOCIATES 


981 MERCHANDISE MART CHICAGO 

















MODERN 











'LLUSTRATING PIECES FROM 
DES'IGN ‘‘ULTIMO'’ ONE OF 
THE LATEST AND NEWEST--- 
A SPLENDID DESIGN F'N- 
'SHED IN BLACK EBONY--- 


HUGH LYONS & CO. Lansing, Michigan 


485 FIFTH AVE., 


DISPLAY 


ATTRACTIVE DISPLAY FIXTURES.... 
ATTRACTIVE MANNEQUINS.... 
---help make windows that are attractive, too 


Our booklet ‘Modern Display’ now has many 
more new ideas added to it. You'll be in- 
terested in having a copy of it. If you already 
have one ask for new leaflet on Ultimo, Con- 
tempro Designs and others. 


Hess 
& 


CHROME ON METAL. 


131f MERCH. MART., 
NEW YORK, CHICAGO, 
52 CHAUNCY ST BOSTON, 


MEMBER ‘'NAT'L DISPLAY EQUIP. ASS'N' 





IMPORTED MANNEQUINS 
MODEL NO. 156 
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Star Dust--of Which Fashions 


Are Made 
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" By ANITA ARMSTRONG 








ASTROLOGER 
. 8 SU hy = 20s * 
ARIES, TAVEUS GEMINI, CANCER LEO, VIRGO, LIBRA. SCORPIO, SASITTARIUS CAPRICORN AQUARIUS... PISCES 








UR stars are headed for a very upsetting time, 

particularly those of stage and screen, as 

Saturn, the planet of obstruction, is in the 

theatre, the fifth house, square with Uranus 

and in opposition to the Sun, Jupiter and the Moon. 

This gives little or no money for the theatre, and public 

disfavor toward entertainments which might interfere 

with the family budget. Although it is said by certain 

astrologists that Taurus rules the “talkies,” they may 

escape disfavor as Taurus is in mid-heaven trine with 

Saturn. If this be true, there should be more serious 

type of picture and the classics will be in favor during 
the New Moon. 

Neptune, the mysterious, is in the first house trine 
with Taurtis and Saturn. This should bring the dis- 
covery of an entirely new personality of a mysterious 
and elusive type, to the field of speech, either on the 
radio or in the movies. As Saturn is trine with Mars 
this should make quite a sensation, and Hear Ye, you 
who have outgrown the flapper age, this new sensation 
will be a mature, well balanced type, so get busy and 
brush up your talents. 

Now for fashions and display. The 
New Moon for Washington, D. C., July 
15, 1931, 7:12 a. m., E.S.T., has Leo dis- 
ing. This favors speculation and ad- 
vancement in business. Mars in the 
second house, gives force to this condition, and, as it is 
trine with Saturn, it should be of a more permanent 
nature than heretofore. The financial condition of the 
country should show an improvement. Business, deal- 
ing with machinery and tools, should be more success- 
ful. 

Taurus, in mid-heaven, calls attention to the throat 
and neck. WNecklines will continue to be unusual, and 
scarfs and drapes of chiffon, or like material, will be 
used to soften, and give a flattering effect to the neck- 
ine. This is caused by the trine of Neptune. Gold and 
silver chains should retain their popularity, as the Sun 
and Moon are sextile to mid-heaven. Emeralds, onyx 
and crystals should figure extensively in neck ornamen- 
tations, as Venus, the sun, moon and Jupiter, Mars, 
Neptune and Saturn have a direct bearing on the mid- 
heaven. Taurus also rules restaurants, so that point is 
emphasized. Dainty, colorful and unusual ideas will 





be popular during the New Moon. The sextile to Venus 
makes this a certainty. 


There will be lovers’ meetings 








and rendesvoux in places of this type. And here is,a 
bit of advice, if you wish to avoid publicity, watch your 
step, particularly in the latter part of July, as Venus is 
working into a square with Uranus, which disrupts, 
bringing publicity, quarrels and scandals. 

Mercury, the planet of the mind, is in a fixed sign. 
This is good for the materialization of plans along men- 
tal lines. Now is the time to use your head, as Mer- 
cury is moving very rapidly. It is in the twelfth house, 
so there should be inventions of an unusual nature, hav- 
ing to do with factory or institution. 

Uranus is in foreign relations. Exporting and im- 
porting will not be favored, although it will benefit 
home conditions, as it is trine with the cusp of the 
fourth house. There is a square of Uranus with the 
Sun, Moon and Saturn, bringing some sort of an ex- 
posé of anarchistic plots. 

Virgo is on the cusp of the second house, with Nep- 
tune in the first and Mars in the second. This shows 
that girdles, belts, sashes and scarfs will be worn. They 
will be very vivid or of pastel shade, as Neptune is out 
of orb with Mars, though they are both in Virgo. 
Blouses of one color, contrasting skirts and coats, will 
also follow. Shoes are not holding the center of the 
stage, as Pisces is out of orb with Jupiter, square with 
Mars and Neptune. This should cut the price of foot- 
wear, although there will be fluctuations as Neptune 
covers this condition. 

The early part of the day favors bright colors. 
Orange, yellow, green and blue should be most popular. 
Light colors in millinery will be worn, particularly 
white. White will also be worn in the afternoon, and, 
surprising though it seems, for travel. Darker evening 
wear should be worn, as Saturn, in the fifth house, 
brings dark apparel to places of amusement. Trine 
with Mars, it places red on a conspicuous place in the 
favored colors. Neptune is in the first house, but out 
of orb, so there will be some pastels, although they will 
not be as popular as the darker shades. 

Neptune is sextile with Venus, and, as 
it is in the first house, it brings an inter- 
est in elusiveness. Dark rouge and |ip- 
stick should take a rest. Palen make-up, 
less startling and defined, should be ‘¢a- 

tured, as the New Moon favors the blond. No wonder 
the platinum rinse is so popular. The brunette will 

(Continued on page 57) 
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Make Your 
DISPLAYS 


worth looking at 


ad your displays are attractive enough, people will stop to look 
at them. More important, they’ll come in and buy! 

That’s what Fairy Forms do to hosiery displays. Fairy Forms 
look just like the well-formed human leg and foot—poised— 
ready for action! They’re extremely practical, too—light in 
weight, smooth as porcelain (the most fragile chiffon is perfectly 
safe!)—easily kept clean, simply with adamp cloth. And best of 
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: all they stand wherever you put them because of their weighted 
1 toes. 
is Hie isa — of a James Fairy Forms are made in nine models, for men’s, women’s and 
. — Z gs ed Oe ee. children’s hosiery. If your jobber can’t supply you, write to us 
4 the intéresting use of ThiHi for a copy of our interesting booklet, ‘“The Fairy Form Family.” 
P ca SHOE FORM COMPANY, Inc., Auburn, New York 
1 Licensed Manufacturing Branches: 
UNITED LAST CO., Ltd., Montreal, Que. 
T- Northampton Frankfort Melbourne 
e. England France Germany Australia 
V- 
n- The ThiHi Fairy Form 
expresses all the grace of 
fit a well proportioned leg. 
he Height 23”. Price $9 a 
Pair. 
he 
‘X- ae — ee es 
‘ ; a call if needed. Lighting effects in a most realistic manner 
op- Detroit Displays portrayed the land of the midnight sun, thereby completing a 
ws (Continued from page 33) timely, interesting, appealing and sales-producing display. 
sai The well-laid ball diamond in the front had many bats, masks ‘eee ak Ridaieatl: 
J and balls at the home plate, which added realism. A single bill- 3 : : > - 2 
put board: pédter Sakd the story, “Shirt Sale=-S868" ‘HE male sex received decided attention this month in De- 
pos y; . * ’ ’ 
go. Promotional windows during this high-pressure display a cue the Father’s Day promotion, Birds’s, Clay- 
vill period are rare, but Clem Wheatley, at Crowley-Milner’s, had bars H udson’s and Capp er & Capper made —— 2 display a 
the a crowd-producer when he brought to the city folks “Matt Tom- appealing - pig pesos’ —— . <ttea 
‘ith kins’ General Store,’ a tie-up with the radio broadcasting of . sieinane a ers Ss ie ses pill Ge ewe s 
“Real Folks.” Near the front of the window was Matt Tom- getters ha to supersede the agre Saataatic Coageays. 
ot- kins, reading every word of the daily paper, while Mrs. stood At Bird P a clever sales display arranged by Don Ferguson 
une back of the counter, laden with its many items typical of the had for its main attraction = large conter frame covered with 
general store. The small son, in the act of turning the old- black felt. Mounted on this in equal straight line divisions 
ae. fashioned coffee mill, added a touch that completed the group of a me : $2.85, yon Pr spe PB Si eds hose at 
Just “real folks” almost as one pictures them during the broad- Peragtammodrieed at, $1.55. " ae or, a 
lar. cast. The back shelf, completely filled with canned goods and mighty emphasis ang: 8DP eal. A single vaertisee circle fren 
arly piece goods, while in the foreground were many baskets of floor to ceiling was used to display the merchandise in simple 
und, fruit and a rack of brooms, with other small articles that gave a gt ane ” Bird’ " , blicati pon 
ring an atmosphere of balance and realness. ‘ a nau a Ir Pox 08 ara pestis — : e 
use, [MME Peoples Outfitting Co. scant Ws wilt haliine dai dies Winks Sele aciqeetad cae 
rine Witk considerable elbowing, one was finally near enough to caught the meaning: “The Etonian can fill the great open 
the view the clever display of refrigerators ait the People’s spaces on your vacation or camp list.” With clever cut-out 
out Outfitting Company. The theme was taken from the news figures representing action for camping, playing, boating, tennis, 
mn item of the contemplated trip to ithe North Pole of the Nauti- beach and golf, this sports group typified all that could be 
wi lus. Stretched up to eye level against the glass, green tarleton desired in the way of summer vacation sports. The booklet, 
Prodiced a realistic water effect. Through this you viewed, opened at various pages, made a close-up frame for the entire 
1, as illus ned, the semi-lowered Nautilus near the sand-covered setting. 
‘er- bottom, also many sea weeds, fish, stones, etc., that added to The vogue for cut-out flat-painted figures hit the Detroit 
lip- the under-sea effect. On the bottom sat some six refrigerators displays en masse. Crowley’s, Kern’s and Hudson’s made liberal 
of vrious sizes and prices, with a sizeable card giving the key- use of these odd displays. At Kern’s, with William Hooper 
- UP) note .o the display—“Peoples’ Refrigerators Are as Tight as directing, five cut-outs, all alike in posture, size and the like, 
i€a- the “‘autilus.” Above the green tarleton, sky blue was used were posed against a black felt-paneled background at one 
rdet throv:h which you viewed a scenic panorama that gave dis- side of the large green felt letters saying, “Summer Suits in 


will 





tance and also a completeness to the display. In the dim dis- 
tance Byrd’s boat rocked back and forth as if standing by for 


All Types—$10.75,” and a companion window, “Keep Kool in 
Snow Print—$7.75.” 
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Displays 


—Barker Bros. presents a very 
smart room with this walnut 
bedroom group. The bed has 
been raised on a dias which 
has been covered with a French 
hand-tuffed rug. This made a 
very striking window with a 
black bedspread and bolster 
against a peach and green 


georgette background— 
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—We cannot ignore the house, 
so Gimbel’s presents this very 
modern and livable living room. 
A hand-tuffed rug, in a very 
modern design and color 
scheme, is used as a floor cov- 
ering, while furniture, exem- 
plifying good taste in modern- 
ism, is suggested— 
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For August 






—vThe inspiration for these 
curtains in this Gimble, New Sal es 
Yurk City, penthouse, came 
from the extraordinarily smart 
will paper. They had lemon 
ye'low curtains with one hang- 
in’ of white glazed chintz with 
green and terra cotta— 














—This dining room, using a 
modern low marble fireplace, 
was designed in Barker Bros., 
Los Angeles, shops. The drapes 
were a rich brown and gold 
with deep butter yellow glass 


Yes A Very a oye 
Modern Manner 
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Association 





—Display service men attending Boston sessions assembled 
at plant of Dennison Mfg. Co., Framingham— 


AVING gathered at Bos.on as a departmental of the 

I. A. D. M. convention, June 16-17, under the chair- 

manship of Sol Fisher, Fisher Display Service, Chi- 

cago, a representative group of display service com- 

panies swung into action with an enthusiasm and consciousness 
from which was to emerge the birth of a new organization. 
It is to be called the Display Installation Association, and it is 
to do a collective promotional job for installed window displays. 

With E. P. Browder, Windo-Craft Display Service, Buf- 
falo, in the chair, the Tuesday morning session opened with a 
surprising attendance of representatives of leading display 
service companies. Various phases of installation were dis- 
cussed, participated in generally by those present, until Mr. 
Fisher brought up for consideration the question as to whether 
the display service men thought it advisable to form an organi- 
zation and to affiliate with the I. A. D. M., then in session. 
Such an intense discussion took place that one was electrified 
with the determination of those present to do a real job for 
stabilizing the business in which they were engaged, and finally, 
to secure immediate action, a motion was made that an organi- 
zation be formed, the details of which were to be placed in the 
hands of a committee of five to report the following day. 
F. L. Wertz, president, Window Advertising, Inc., New York, 
was in attendance and expressed great interest in the sincerity 
of those present in making plans to do such constructive work 
for the window installation business, and he offered them his 
hearty cooperation. 

A friendly gesture on the part of the I. A. D. M. was the 
assignment of the Tuesday noon luncheon to the display service 
group, and the meeting was featured by addresses by Carl L. 
Bixby, Advrtising Displays, New York ; Edw. F. Payne, Forbes 
Lithograph Mfg. Co., Boston, and J. Fleming, sales department, 
Gillette Safety Razor Co., Boston. 

On Wednesday morning the entire service group were the 
guests of the Dennison Mfg. C., Framingham, Mass., and a 


Display Installers Form 





WILL AFFILIATE WITH A. F. A. 
RILEIGH ELECTED 
PRESIDENT 
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special bus was provided to take them for an inspection tour 
of the Dennison faczory and luncheon. The trip through the 
Dennison plant was very fascinating, and all marveled at the 
wonderful processes and machinery that make possible the pro- 
duction of quality crepe paper at such low cost. Luncheon 
was served at the Dennison club house, and each visitor was 
given souvenirs. The hospi:ality and interest of the Dennison 
company in the welfare of the display service business cannot 
be too highly commended, and several officials expresed a sin- 
cere desire to render whatever cooperation was in their power. 
Messrs. Crossette, Leahy and MacDaid, Dennison officials, out- 
did themselves in seeing to the comfort of them all. Thena 
group photograph was ‘aken in front of the factory’s main en- 
trance and the trip back Boston, which was to witness an 
auspicious moment for the installation business. 

The Wednesday afternoon session found J. J. Burns, United 
Display Corp., Boston, in the chair. Sol Fisher was called upon 
for an explanation of the photo check-up system, the subject 
being very clearly presented, and the success which his orgami- 
zation has achieved with this checking method is really remark- 
able. A general discussion of checking methods followed, and 
it was felt that most display service companies were not if 
position to install the photo checking method, but were doing 
an excellent personal checking of installations. The contro- 
versy as to which method is superior led to no conclusion, 
except that the advertiser himself would finally decide the 
matter, insisting upon that system which would offer him the 
best guarantee as to the quality and completeness of the set- 
vice rendered by display service companies. 

All other matters were then sidetracked for the report of 
the organization committee, which follows: 


Report of Special Committee 
Your committee met during the evening of June 16, and, 
after the discussion of the many problems in connection with 
the formation of an organizatin and its affiliation with e ther 
the International Association of Display Men or the Adyertis- 
ing Federation of America, reached the following conclusions: 
That the proposed association of installers become affiliated 
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with the Advertising Federation of America, because that 
organization constitutes an intimate contact with the installers’ 
market. 

That the newly formed association be called DISPLAY 
INS} ALLATION ASSOCIATION. 

That the purposes of the association shall be as follows: 

1. fo establish a code of ethics and to promote friendliness, 
coopc ation and good will among its members. 

2. To promote a better understanding of the behefits of 
instal cd window displays through established service com- 
panic-, so that the national advertiser may receive greater re- 
sults ‘rom his window advertising appropriation in the follow- 
ing vays: (a) Editorial publicity; (b) advertising program 
for period of five years; (c) carefully prepared market sur- 
veys: (d) current market and installation data; (e) campaign 
analy es; (f) to investigate, originate, promote and publicize 
methods of increasing the efficiency, effectiveness and economy 
in the execution of display campaigns. 

That the officers shall consist of : President, vice-president, 
treasurer and secretary, with obvious duties. 

That the election of officers shall be held at A. F. A. con- 
ventions each year, provided, however, that the officers elected 
at this time shall serve until the first succeeding A. F. A. con- 
vention. 

That the president shall appoint a committee to draft a 
constitution and by-laws, and that he shall further appoint such 
other committees as are necessary to carry on the work of this 
association. 

That the officers shall serve without remuneration and that 
no fixed overhead expenses shall be incurred until authorized 
by the association. 

That the membership be confined to window display installa- 
tion companies and that each company shall have one vote. 


That the officers shall be empowered to call for vote by 
mail upon any matter necessary to accomplish the aims and 
purposes of the association. 

That membership dues shall be as follows: $25.00 yearly 
and one cent for every window display installed by each member 
company, the same to be figured on the previous year’s in- 
stallations. Excepting that the maximum installation charge 
shall be $300.00. 

That an emblem be adopted to identify membership in the 
association. 

Your committee feels that the only reasonable method of 
meeting small incidental expenses in connection with organi- 
zation in its formative stage is for each member subscribing to 
membership in the new association make payment of $10.00 
immediately, 

Your committee recommends that those who wish to become 
charter members of the DISPLAY INSTALLATION ASSO- 
CIATION signify their intention by signing the application. 


—Like the Coca-Cola display pictured 
On the right this display of Camel 
Cigarettes was installed by the United 
Displey Corporation at the Stuart Drug 
Co., Hotel Bradford, Boston, Mass., 
durins the week of the I. A. D. M. 
convention— 
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We suggest that the president extend to the International 
Association of Display Men the most cordial vote of thanks 
for their invitation to meet with them and for the courtesies 
extended by that organization. 

Your committee is impressed with the unanimity of its 
opinion and the high degree of enthusiasm which attends this 
report. 

Respectfully submitted, 
HERBERT M. CopeLLMAN 
ALBERT. BASSE 
I. R. CoppERMAN 
Cart L. Bixsy 
NATHAN SILVERBLATT 

The report was accepted wi-h unanimous approval and 
enthusiasm and the meeting closed with the feeling that there 
had been promulgated a real foundation for doing the kind of 
cooperative promotional work that would result in a complete 
stabilization of the display service business, at the same time 
accomplishing a real service for those national advertisers who 
are users of window display advertising. 

The organization plans provide for the adequate assessment 
of the membership to do a real publicity job for installed 
window displays, and every service company represented at 
the meeting enrolled as charter members, at the same time 
providing ample funds to carry on preliminary organization 
work. It was provided, also, that all service companies through- 
out the country be invited to enroll as charter members. 

Election of officers resulted as follws: R. S. Rileigh, Rileigh 
Window Display Service, Kingston, Pa., president; Herbert M. 
Copellman, New England. Window Display Service, Boston, 
vice-president; S. J. Hanick, S. J. Hanick Co., Philadelphia, 
Pa., secretary; E. P. Browder,:Windo-Craft Display Service, 
Buffalo, N. Y., treasurer. 

The complete list of those in attendance a‘ the final session, 
and who enrolled as charter members, is as follows: Herbert 
M. Copellman, New England Window Display Service, Boston; 
Albert Basse, Bas Man Display Service, Boston; I. R. Copper- 
man, Cleveland Window Display Service, Cleveland; R. S. 
Rileigh, Rileigh Window Display Service, Kingston, Pa.; E. P. 
Browder, Windo-Craft Display Service, Buffalo; J. J. Burns, 
United Display Corp., Boston; S. J. Hanick, S. J. Hanick Co., 
Philadelphia; Leo Kaplan , Dis-Pla-Well, Inc., New York; 
M. M. Salt, Excelsior Window Trimming Co., New York; 
A. J. Schuman, Oriole Window Display Co., Baltimre; L. M. 


—This Coca-Cola display consists of a 
cut-out of four pretty girls holding 
glasses of Coca-Cola, and backed up by 
a large fan of silver metallic paper, sil- 
ver metallic cloth drapes, two card signs 
and a cut-out of the Coca-Cola trade- 
mark done in silver flitter— 





McMahn, James M. McMahon Co., Providence; Geo. C. Bult- 
bee, Rochester Display Service, Rochester; Sol Fisher, Fisher 
Display Service, Chicago; M. Segal, Philadelphia Window 
Display Service, Philadelphia; H. J. Cox, Acme Display Ser- 
vice, New York, and Alan Fox, Fox Decorating Service, 
Springfield, Mass. 
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art anachronism as he repeatedly referred to the development of 
art and the incongruous placement of art in many modern 
interiors. He spoke of the development of modernism at the 
French Exposition in 1926 and said, “Art in the past was 
developed by a few craftsmen who were masters in their 
craft. Modernism, on the other hand, was the development of 
a fad. People wanted something different and modernism was 
thrust upon them. The first development of modernism failed 
utterly when introduced in America because the average Amer- 
ican could see no use for its existence. People who knew art 
wouldn’t have the first development because they knew it was 
bastard in design and people who didn’t know, wouldn’t have 
it at any price because they didn’t like it.” 

The president then introduced a speaker on the George 
Washington Bicentennial celebration committee, and, as the 
speaker was addressing displaymen, displaymen, who will play 
2 prominent role in the display success of the celebration, he 
appealed to the display professions patriotism and urged that 
all display activities during the celebration, be tied up wi-h the 
event. He said, ““The entire United States is to become alive 
local celebrations, which will begin on Washington’s Birthday, 
February 22, 1932, and continue through Thanksgiving Day, 
November 24, 1932. States, Cities and Towns will compete 
with each other in doing honor to the memory of Washington.” 


Clement Kieffer, Jr., display director, The Kleinhans Co., 
Buffalo, N. Y., built his address around a group of lantern 
slides of men’s wear displays. Displays of Carl Ahlroth, 
The May Co., Los Angeles, Cal.; Carl Shank, Stix Baer & 
Fuller, St. Louis, Mo.; Chas. F. Wendel, J. L. Hudson Co., 
Detroit, Mich., and a group of his own were shown. The 
displays in question consisted of Hickok belts and general cloth- 
and furnishing trims. 


The noon luncheon session was under the guidance of Sol 
Fisher, Fisher Display Service, Chicago, Ill, and _ three 
speakers on National Installation were introduced. Mr. 
Pritzer, general advertising manager, Gillet:e Safety Razor 
Company, spoke on “Why Window Displays Are Used By 
National Advertisers.” C. L. Bixby, Editor Advertising 
Displays, prophesied, “What Will Happen to Window Display 
in Five or Ten Years From Now.” Edward F. Payne, man- 
ager of sales production department, Forbes Lithograph Manu- 
facturing. Company, spoke on “How the Na‘ional Advertiser’s 
Window Display is Planned.” The major points around which 
a display is planned are: (1) Economy, (2) modernism, (3) 
practicability, (4) to please the display, (5) long life, (6) 
beauty, (7) entertainment in the display, and (8) a founda- 
tion of actual display knowledge. 


“The window in relation to the store is the same as the 
relation of the cover to its magazine—especially if it is a 
fashion store and a fashion magazine. It can either invite or 
repel the observer, the prospective customer. How often it 
is a contradiction, which may result in a pleasant surprise or 
a blow when the reader or the customer has gone beyond the 
first page or the door!” Miss Helen Cornelius, associate 
editor of Harper’s Bazaar, continued with: “Fashion guides the 
hand of the display manager as well as the fashion editor. 
A knowledge of art and good taste and an understanding of 
one’s clientele and its demands, con:rol it. Viewed from a 
broad standpoint, advertising through the window today sig- 
nifies a good deal more than meets the eye, for it represents 
a mental force, a point of view, and an activity developed 
through the scheme of civilization which the present century 
stands for. The trend of window advertising as in everything 
else, is to express the straight forwardness of modern enlight- 
enment—the movement therefore is toward a new simplicity.” 

Albert Bushnell Hard, professor of history, Washington, 
D. C., was the next speaker to be intreduced. He spoke at 
great length of the coming George Washington Bicen‘ennial 
celebration, and, like the speaker on Monday’s program, urged 
the displaymen to cooperate and prepare special displays dealing 
with the period surrounding Washing‘on’s life. Professor 


DISPLAY. WORLD 





July, 1931 





HARRY GARFINKLE TAKES SWEEPSTAKES IN 
I. A. D. M. DISPLAY CONTEST 


‘HE sweepstakes award for the best twelve windows, fea- 

turing displays of any type merchandise, was award d to 
Harry Garfinkle, Harzfield’s, Inc, Kansas City, Mo.  Gar- 
finkle also won prizes for his displays in class 1, women’s and 
misses’ evening apparel; class 2, women’s and misses’ suits and 
coats, and.class 3, women’ and misses’ dresses. 

A. Roeder, William H. Block & Co., Indianapolis, won a 
few prizes himself. He was awarded first prizes in the fol- 
lowing classes: Class 5, girls apparel, six to fourteen years; 
class 7, wool or wash goods; class 9, fur; class 14, hancker- 
chiefs; class 16, women’s neckwear and smarfs; class 24, men’s 
shirts; class 28, jewelry, clocks, cut-glass or china; class 35, 
radio instruments and accessories; class 41, luggage and lezther 
goods, 4 

Other prize winners were as fcllows: Class 4, women’s and 
misses’ sports apparel, William A. Montgomery, The Crosby 
Bros. Co., Topeka, Kan.; class. 11, infants’ apparel, and class 
41, luggage and leather goods. Class 13, corsets, Don W. 
Rogers, Montgomery Ward & Co., Chicago. Also Class 33, 
housefurnishings in wcodenware or hardware; class 36, carpets 
and rugs; class 47, decorative float or automobile. 

W. L. Huntsman, The Fair, Fort Worth, Texas, class 27, 
books, s:ationery. Class 46, best decorated booth, interior or 
exterior, B. H. Barefoot, J. B. Ivey & Co., Charlotte, N. C. 
Class 22, boys’ clothing, William A. Stephens, The Big Store, 
Cincinnati, Ohio. Class 51, sketch offering suggestion for win- 
dow display; class 53, best five hand-lettered show cards; class 
54, best five brush-lettered show cards, William Gilbert Brown, 
Philadelphia Electric Light & Power Co. 

Everett W. Quintrell, the Elder & Johnston Co., Dayton, 
Ohio, class 30, men’s, women’s or children’s bathing suits. 
Paul W. Kloeris, Union Electric Light & Power Co., St. 
Louis, Mo., class 32, gas or electric service appliances. H. I. 
Crider, Diamond Bros., Kansas City, Mo., class 55, best col- 
lection of ten show cards. 

George R. Russell, Buffalo, N. Y., class 38, furniture. L.C. 
Hess, Philadelphia Gas Works Co., class 43, display of civic, 
charity or memorial occasions. Hy Bluenstein, Wilbur Shoe 
Store Boston, class 44, women’c shoes. Wayne Snook, David's, 
Inc., Moscow, Idaho, class 50, for best sketch offering sugges- 
tions for show window background. M. Munroe, S. S. Pierce 
Co., Boston, class 40, groceries, provisions, candy. R. F. 
Stratton, Goodrich Rubber Co., Akron, Ohio, class 42, best 
window using display furnished by manufacturer. 





Hart suggested window displays of portraits and prints, 
colonial costumes as part of fashion shows, etc. 

As A. E. Johnson, National display division, Sears, Roe- 
buck & Company, Chicago, could not be present, Jack Hauff- 
man, district manager, display division, Eastern District, re- 
sponded and told how the display department of Sears, Roe- 
buck, functioned under the supervision of Leslie S. Janes. 
He told how each division of the Sears, Roebuck display 
department,” operated and co-ordinized «heir activities. He 
told how display copy was planned and how each window 
in the organization was supervised. Pictures and charts were 
available for those who were interested in see:ng actual repro- 
ductions of the work being done. 

To the tune of Mendelssohn’s wedding march, Herman 
Frankenthal, display director, B. Altman Co., New York City, 
lead his bridal procession of draped models completely around 
the convention hall to the platform in the center where, a‘ter 
after they had posed for a few moments and pictures were 
taken of the Frankenthal creations, they were undraped and 
redraped by the “dean” of displaymen. Expensive fabrics 
were used and each gown was real enough to be desired by 
the fairer sex. One can always depend on the creations of 
Frankenthal’s as looking like real gowns. As is: so often the 
case, draped figures look like draped figures. Anthony Fic:t0, 
display manager, The Bedford Silk House, Waterbury, Coim., 
assisted Frankenthal with his drapes. Mr. Ficeto is an artist 
in his own right where fabrics are concerned. For a great 
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number of years, Waterbury, at its annual spring and fall 
openings, awards first prize to the displays that he creates, 
an rightly, too. 

One of the most interesting events of the afternoon was 
the announcement of the winners in the annual Nemo Week 
Window Display Contest. A report of the 1931 prize winners 
is -overed elsewhere in this issue. 


Wednesday 


‘J * is far more important to study instinct and emotion of 
women as they bear on purchasing, than sales logic. 
W.men’s purchases are very near their instincts and every 
se! ing or advertising appeal should square with them.” W. A. 
Murchison, sales promotion manager, Ayres Co., Lowell, 
Mass., continued his address on “What Price Beauty” with, 
“T)isplaymen should make a careful analysis of the instinctive 
apoeals various lines of merchandise carry. In the order of 
relition importance, one master salesman list these na‘ural 
instincts as follows: (1) Mother love; (2) love of home- 
making; (3) vanity, love of persona] adornment, flattery ; 
(4) love of style, prestige, reputation; (5) hospitality; (7), 
rivalry, envy, jealousy; (8) exclusiveness, social ambition, 
snobbery; (9) delight in color, smell, feel; (10) cleanliness, 
sanitation, purity; (11) economy, thrift; (12) love of change 
and novelty; (13) love of beauty. I believe by far the greater 
amount of fashion merchandise is sold, not by an appeal to 
reason or logic, but through pure and simple appeal to flat- 
tery, vanity and education.” 

The next event on the very varied program was a demon- 
stration, “The Window Dresser of Yesterday,” by Al. Kellar 


and William Brown, display departmen:, William Filene’s & . 


Sons, Boston. A large dummy window had been set-up in 
the convention hal] and two window trimmers of the “gay- 
ninties” entered the window and proceeded to create the then 
elaborate spring opening display. Their sketch was extremely 
clever inasmuch as they brought into the window everything 
that a displayman, today, does not use in merchandising his 
displays. An elaborate “cheese cloth sun burst” was used as 
a background, in front of which a palm tree, a large basket 
of flowers, two drapes of fabric, two “wire base” forms with 
“spring styles’ and a wax figure were shown. Everything 
went wrong and hammers and nails had to be introduced by 
these displaymen in order to keep the display from falling 
down. As a climax, the wax figure did fall over and was 
reduced to small bits of wax. 

The high spot on the entire program was Arthur Price’s 
talk, which was next on the program, and which we have 
already commented upon. One very interesting point which 
he stressed about the rise of the advertising and the display 
profession was, “What is my profession? You will say ad- 
vertising. I disagree with you. I don’t think your profession 
is display. Display is but a means to the end, but, how many 
displaymen have risen above the job of display? You won't 
like to face these facts but the display profession, like the ad- 
vertising profession did years ago, must rise above the job 
of being just a displayman. A displayman can do a real 
selling and merchandising job if he knows his job and will 
study his store. Once he begins to advance in his es‘ablish- 
ment he will become the display promotion executive, and his 
salary and importance will increase as he increases in efficiency. 
But, you can sit here until doomsday and not get anywhere 
if you haven’t knowledge of your profession. That, a knowl- 
edge of your own profession, is the first factor for you to 
consider in planning your campaign. There is no reason why 
good artists cannot become good business men. A man who 
Weurs ‘a smock and an artist’s tie and who says, ‘Don’t bother 
me about business, see the bookkeeper,’ will never rise to a big 
position. If you are a part of a retail establishment, be a part 
of all of its activities. Sell yourself a retail idea, think as re- 
tai'-rs think, work with retailers, be a part of the retail game, 
anc you will progress.” 

Unfortunately, due to poor attendance, the speakers on the 
nocn luncheon program were not called upon and while we 
head from Carl V. Haecker later in the afternoon, J. B. 
McCann, display manager, S. Kahn & Sons, Washington, who 
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ENTERTAINMENT AND THE ANNUAL BANQUET 


© some big surprise came Monday night, when, at 6:15 p. m., 

the displaymen left by boat to’Nantasket Beach. The boat 
ride took about an hour with one stop along the way where 
we lost Hugh Carter, display manager, The John Gerber Co., 
Memphis, Tenn., and Wm. Scharninghausen, Bon Marche, 
Seattle, Wash. The boat docked to let some commuters off 
and Carter and Scharninghausen, bent on seein’ things, were 
at the head of the crowd. The gang plank was raised and 
the boat got under way for Nantasket. Carter and Scharn- 
inghausen, upon noticing that they were alone, went back to 
the dock, saw no display crowd or boat, were informed of their 
plight, caugh: a cab, and, like Paul Revere, rode by land and 
informed the country side of the arrival of the displaymen 
at Nantasket. 

After a nice walk up the beach, we arrived at “Shore 
Gardens” where a picture was taken of the crowd and where 
a real shore dinner was served. Georgie Price was master 
of ceremonies and during the floor show he introduced Presi- 
dent Schmidt, Frankenthal, Morton, and other displaymen of 
prominence. After the show, as strip tickets had been fur- 
nished to Paragon Park, every displayman and display lady 
went up to the park and took in every ride from the “Old 
mill” to the “whip.” The boat left for ‘Boston at 10:30. 

Tuesday night was “mystery night” for the men, and the 
convention hall was converted into the scene of the mystery. 
A buffet supper was served, and between rolls, hot-dogs, 
coffee, cake and ice cream, we were entertained with burlesque 
dancing. A colored orchestra furnished the music, and were 
they hot? We were informed that they were the hottest 
colored orchestra north of the Mason-Dixen line. We believe 
it, too. 

One of the features of the convention was the annual ban- 
quet. It was held Wednesday evening and was attended bf a 
large crowd of displaymen, service men and their ladies. The 
banquet is always the occasion for the announcement and intro- 
duction of new officers, the announcement of the I. A. D. M. 
display contest winners and the announcement of the new 
contest. 

The success of the Boston Convention was due to the un- 
tiring efforts of the various convention committees. David A. 
Kressfield was the director of the convention. Other com- 
mi-tee heads were: James W. Foley, manufacturers’ exhibits ; 
Clement Kieffer, Jr., senior executive committee; John F. 
Harvey, publicity committee; Frank McCann, program com- 
mittee; Edward Sherman, entertainment committee, and the 
Boston Display Men’s Club, reception. 





has been appointed general chairman of display activities for 
the George Washington Bicentennial celebration, did not de- 
liver his address. We are sure that he had a very interesting 
message concerning the celebration and it is certainly too bad 
that displaymen attending I. A. D. M. Conventions cannot 
co-operate with the officers of the I. A. D. M. in supporting 
their programs. 

Wednesday afternoon, Homer Leavitt, noted artist and 
lecturer, spoke on “Artistic Relativity,” and he said, “When 
we find people who are interested in what we are interested in 
we find ‘aritistic relativity.’ Everything is artistic. The eyes 
that behold anything see it and give it its form and artistry. 
Each nation or peoples have the same peculiarities. Each 
person has the hope in life that he might achieve the pinnacle 
of his desire that the rest of the world might follow in his 
achievements. As we can always see in the other fellow ex- 
actly what we are looking for, the only way to attain that 
efficiency for yourself is to organize that each can benefit 
by the other fellows knowledge. 

The second lantern slide lecture was presented by Julius 
Daniels, assistant superintendent, Edison Electric Illuminat- 
ing Co., Boston, in his address, “Lighting for Prosperity.” 
He showed over fifty slides of store fronts, here and abroad, 
in which illumination played a dominent role in the effective- 
ness of the store. He began his address by saying, “ I am not 

(Continued on page 65) 
















New York Displays 


(Continued from page 32) 

various units. The maps were executed in red, white and blue, 
and were captioned, “Best’s branches are serving the smart 
world in the playgrounds of the east.” Another window staged 
a “dude ranch” fashion show of gay overalls, shirts and 
pajamas. 


Franklin Simon’s. 

6 bk O windows—possibly the only two in New York—recog- 
nized the importance of the annual Yale-Harvard regatta 

at New London, which always attracts an imposing attendance. 

Panels, set within white arches, vividly depicted scenes at the 

race. One showed the crew in action; the other, with Japanese 

lanterns and midnight sky, suggested a dance after the race. 


Saks’ Fifth Avenue. 
N a series of windows the color of the dress ensemble was 
echoed in the color of the wardrobe trunks. In another 
series yellow was favored as the background with the usual 
array of bizarre glass metal fixtures. In one window pho- 
tographs of corners of various interior shops were shown, 
simply as an institutional stunt. 
Bloomingdale’s. 
vo clever is the idea promoted at this store of devoting 
one window to a definite tie-up with a single item of mer- 
chandise which is currently featured in newspaper space. 
Lettered in red on a white background: “Read the budget 
column daily. This is one of the items featured each day in 
the Bloomingdale budget column in the Daily News.” Then, 
too, the words, “Today’s Feature,” have an arrow pointing to a 
circle in which a different card is inserted daily. 
Lord & Taylor’s. 
ACKGROUND panels at this store heralded the Fourth of 
July with colored constellations of stars and fireworks 
against a black ground. Another series, earlier in the month, 
had individual windows devoted to “What the Gay Young 
Things Will Wear at Narragansett,” Bar Harbor and other 
smart resorts. Pastel backgrounds were ornamented with a 
single vertical cu‘-out strip painted wth attract:ve border 
design. 
Stern’s. 
S* oval panels, about three feet high; each had a hat mounted 
on a head form, the latter attached to the center of the panel 
with an iron hook painted the same shade of orange as the 
panel. In reality, the panels were three layers: First, black; 
second, a bright dark orange; third, a soft light orange. Three 
of the panels rested upright on the floor at the left; the other 
three were placed above a long white rectangle of wood. Ina 
children’s window, crisp organdy dresses were suspended on 
hangers within pink and blue hoops. Hats of material to match 
the dresses were placed nearby. 
Notes at Random. 
einpietiisles a dress shop on Fifth Avenue, which went out 
of business last fall, is making another try at it again, this 
time with a strictly low-priced appeal and a self-service feature 
that eliminates numerous sales girls. The walls of the two 
long. narrow windows that flank the entrance and the foyer 
in a semi-circle are white, and placed at intervals against them 


are small sections of green Venetian blinds, like so many auto- 


mobile radiator fronts, variously tilted. 

The new Richard Hudnut shop has opened at 693 Fifth 
Avenue. The second floor has been designed by Jules Brodeur, 
director of display. It has ten treatment rooms. In the salon 
proper Brodeur has employed apricot, apple green and mauve. 
The paneling is in the form of draperies in the Athenian 
manner. 

Christoph Castou, member of the Art Alliance, is respon- 
sible for a new window at Dorothy Gray’s. Black glass floor, 
faint pink walls, blue cornices and draperies of lingerie net 
(pleated and pin-tucked and edged with narrow red grosgrain 
ribbon), are some of the high spots. 

Emily Shops are emphasizing the fact that “There is an 
Emily Shop in every shopping district.” Etchings of various 
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districts where the shops are located are hung in the windows, 

A metal skeleton of -a man about to complete a golf drive 
appeared in the John Ward store in connection with. golf shves, 
The figure was comprised of white iron rods held together with 
small black iron in spheres for joints. 





ST. LOUIS DISPLAY. MEN’S ‘CLUB 
Reported by Edw. ’S. Pluth 

On June 15, the St. Louis Display Men’s Club attended ‘he 
municipal ‘opera and heard “Music in May.” . The production 
was excellent—so fine, in fact, that we have made reservations 
for the club to go in a body and hear “The Three Musketeers,” 
July 14, and “Rio Rita,” August 11. 

So far as club meetings are concerned, due to the heat, the 
summer activities will be similar to our activities last year. 
We plan, on August 22, a picnic at Belleville, Ill., and the ciub 
will meet at the Free Bridge, from which the drive to Belle- 
ville will be made. 





J. B. McCANN APPOINTED GENERAL CHAIRMAN 
OF WASHINGTON BICENTENNIAL 

J. B. McCann, display manager, S. Kann Sons Co., Wash- 
ington, D. C., has been appointed general chairman of display 
activities for the George Washington bicentennial celebration. 
This nation-wide celebration of the two hundredth anniversary 
of the birth of George Washington will be observed from coast 
to coast, from February 22 to Thanksgiving Day, 1932. 





FRANK STEVENS DISPLAY MANAGER AT GIMBEL’S 

Frank Stevens, formerly with James McCreery & Co, 
New York City, has joined the Gimbel clan. Frank has gone 
on to Pittsburgh and will direct the display work for the 
Gimbel store there. If Frank continues to make the rapid 
strides in display excellence, which individualized his win- 
dows at McCreery’s, his displays for Gimbel’s. will be well 
worth watching. 
MERRILL LONG APPOINTED ASSISTANT DISPLAY 

DIRECTOR OF MONTGOMERY WARD 

Merrill Long, formerly in charge of window displays, suc- 
ceeds Carl B. Balcomb, as superintendent of both window and 
interior displays. Carl Balcomb has been promoted to assist 
H. L. Pearson, controller, in a capacity in which he will do 
special educational work for the retail stores. Mr. Balcomb’s 
promotion is direct evidence of the broadening of the display- 
man’s field in store authority, which results in the growing 
conception of the displayman as a merchandiser instead of just 
a window artist. 





FRINK CORPORATION ELECTS OFFICERS 

At the annual meeting of the Frink Corp., lighting special- 
ists, Long Island City, N. Y., the following officers were 
elected: John L. Dudley, chairman of the board; William H. 
Spencer, president; Robert Booth, vice-president and treasurer; 
Icouis Roth, vice-president; Theo. J. Brassel, Jr., secretary 
and assistant treasurer. At the same time William H. Spencer 
was elected chairman of the board and Louis Roth, president. 
of the Sterling Bronze Co., Inc., a division of the Frink com- 
pany. 

WINDOW DISPLAYS TO BE USED EXCLUSIVELY TO 
INTRODUCE NEW FLIT PRODUCT 

Stanco, Inc., have announced a new product to be intro- 
duced to consumers this summer, window displays to be used 
exclusively to present the prduce to the consumer. The new 
product will be known as Flit Insect Repellent Cream, ands Ww! rs 
be ready for distribution this summer. 

Thus the Flit family is enlarged, the other members beirg 
Flit, Nujol and Mistol. Stanco, Inc., have always been larye 
users of window display installations, the Flit marching soldie’s 
in drug store show windows having established very quickly and 
effectively that product as a leader in the insecticide field. 

The new product will capitalize on the good will for its 
related products, will be packed in a black and yellow box 
similar to that used for Flit, and will be identified by the well- 
known marching soldier. 
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“Billie Bill” of Manhattan 
News Brevities 

Fame 

Speaks His Piece 


EA! We did get to that Boston convention. But 

just between you and me, where was that Boston 

reception committee along about 8:30 p. m. on Sun- 
pa day night? Unless the alert (?) bell hops were kid- 
din: me, along with the Bradford page boy, they might have 
beca in “Timbuctoo.” Unlike the prodigal son, there was no 
“fated calf” as promised. 

i still don’t think the Boston boys “done right by our Nell.” 
The “Nellie” in this case being the “Metro Club.” Of course, 
don't get me wrong; this is only the opinion of “poor little 
Mrs. Bill’s little boy,” and about twenty-two members who 
come under the Metro banner. 


Hats Off to Mrs. J. F. McCann 


| do, though, in all seriousness, want to sincerely thank 
Mrs. J. F. McCann for her thoughtfulness and kindness in 
asking after Mrs. Bill and expressing her real regrets for her 
non-presence, and also asking after the woman who met with 
an unfortunate accident at our convention in New York City 
last year. 

My sincerest appreciations go to Mrs. McCann. I want to 
say that this little incident was one of the “highlights” of the 
convention for me. We should have lots more women of her 
like. 

And there was this fellow “Harvey,” along with “Happy- 
Go-Lucky” Ginns. My bonnet is doffed to these “babies,” too. 
They tried real hard to make things pleasant, too, even though 
I do suspect this Harvey person of being responsible for the 
“wise crack” that was made at the stag Tuesday night con- 
cerning your truly. 


Concerning Arthur Price 


And say, did you get a load of this fellow Arthur Price? 
There’s a “bird” who knows his “garlic,” believe you me. His 
dope on N. R. D. G. A. is something to think about seriously, 
if we displaymen are ever to amount to anything. We in New 
York started the ball a-rolling last year by having “Price” and 
“Schweitzer” bring this idea forward in their talks, and this 
year what we have all gone through proves my contention that 
we “display fellers” absolutely need an N. D. G. R. A. affilia- 
tion. It'll be just too “damn” bad if this affiliation does not go 
through. 


Up New York Way With the N. R. D. G. A. 


I'll wager my shirt—yea, my socks and garters, too—that 
we displaymen will go farther in one year with N. R. D. G. A. 
affiliation than we have in thirty-four years of I. A. D. M. 
Maybe I’m wrong, but absorb a little of this (and it’s no 
“hokum,” either): The buyer, the stylist—the delivery man- 
ager—the traffic manager—the merchandise manager—the ad- 
vertising manager—the controller—the office anager and what 
have you—all are ORDERED to attend an N. R. D: G. A. con- 
vention, of their respective groups, be it in Hoboken or China, 
while you and me as display managers (and, by the way, the 
Mos: important positions in store life) are “shivering” in our 
boot: when I. A. D. M. convention time rolls around trying to 
dope” out an impressive enough convention selling idea to 
the heads of the store. Smoke’a little of this “dope” in your 
Pipe, ‘fellers,” and boost along this National Retail Dry Goods 
Asso: iation thing. 

Rooms 920 and 921—Hotel Bradford 


‘ The little convention was in continuous session in Rooms 
20 a id 921. There was much vital business transacted, and 
4 minute of silence was observed at the Monday session in 


“ 





* 





DISPLAY WORLD 45 





memory of S. S. Stevens, formerly with the Penn Traffic, 
of Johnstown, Pa., who passed on during the year. 

The entertainment committee, chairmanned by Dave Ham- 
berger and Nat Siegel, kept things “hot” and deserved all the 
good things said about them. 

The following officers were elected for the new year: “Guide 
and Chaperon,” Ollie D. Grimes, of Palais Royal, Washington, 
D. C.; “Sky-Pilot,” Joe B. McCann, of S. Kann’s Son, Wash- 
ingtcn, D. C.; “Schwants,” Nat Siegel, New York; “Kabitzer,” 
Pete Bellaire, of Siegel’s, Detroit, Mich.; “Tea Tester,” Billie 
G. Bill, Hecht Co., New York; “Fixer and Mixer,” Ira Cham- 
bers, of Frank R. Jellefis, Inc., Washington, D. C.; “Worship- 
ful Die:itian,’ R. Davis, of Saks & Co., Washington, D. C.; 
“Hell Raiser,” Dave Hamberger, New York. 


A Little Clean Dirt 


Ollie Grimes, of Palais Royal, Washington, D. C., received 
a $50.00 award for a refrigeraticn window. 

K. Davis, of Saks Co., Washington, D. C., along with his 
“battle axe,” have moved into a home of their own down Vir- 
ginia way. 

For the first time in “y’ars” Ira Chambers, of Jelleffs, Inc., 
Washington, D. C., had his life’s ambition realized when he 
“cornered” our old friend Clem Kieffer for—a nice quiet talk? 

Pete Beilaire, of Siegel’s, Detroit, Mich., still lives in Wind- 
sor, Canada, and still collects every loose penny for his kiddy. 

Howard Littel, of Bamberger’s, Newark, N. J., is running 
Ollie Grimes, of Palais Royal, Washington, D. C., a very close 
second in telling stories you never hear in Sunday school. 

Charlie Devaussney, of Namm’s, Brooklyn, N. Y., in telling 
of his life's experiences, has done about everything from selling 
newspapers to being a gigolo, and then prove there’s a little 
“cuckoo” in all of us he ends up} being a “winder dresser.” 

Joe McCann, of S. Kanns Son, Washing:on, D. C., is the 
new president of the Washington Display Men’s Club. 





THAYER & CHANDLER REORGANIZED 

On June 15, C. H. Chandler, the surviving partner of 
Thayer & Chandler, announced his retirement from the com- 
pany which he founded over fifty years ago. The business 
has been taken over by George L. Thayer and August J. 
Jeschke, who have been with the company for many years. 
They will continue to operate under the long established 
name of Thayer & Chandler and will continue to manufacture 
the air brush which has been a standard instrument for the 
past forty years, and has been sold in all countries of the 
world. They will continue to deal also in a complete line of 
air brush accessories. Offices of the company have been 
moved to 910 West Van Buren Street, Chicago. 





BIGGER BUSINESS MEANS BIGGER QUARTERS 

The Emposograf Corporation of America have outgrown 
their present quarters at 38 West Twenty-first Street, New 
York City, and have removed to larger executive headquar- 
ters at 285 Madison Avenue, where they will show a complete 
line of typical examples of work made by their Embosograf 
machines as well as the actual machines themselves in various 
sizes and models. 





NEW MANNEQUIN AND DISPLAY HEAD FIRM 

In order to serve the display profession with a moderately 
priced line of mannequins and display heads of domestic 
manufacture, The Import Centre, Inc., recently opened for 
business at 267 Fifth Avenue, New York City. 





NEW TINSEL, TIN FOIL AND METAL PAPER HOUSE 
A new organization, who will specialize on the growing 
demand for colorful foil papers, novelty and display fabric 
materials, is now functioning under the name of National 
Display Materials Co., 234 Fifth Avenue, New York City. 





A TELEVISION APPAREL REVUE 
Macomber & Stuart, Inc., Jamestown, N. Y., staged a style 
revue that was really different when they presented their 
models in the manner of a television broadcast. The stage 
was arranged as a studio in a broadcasting station. A radio 
announcer introduced the program. 
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Practical Crepe Paper Displays 
for Display Service 
Installation 


~ Window No. 1 

Color scheme: Nile green No. 131, salmon No. 124, 
light brown No. 161. 

Front trim: Make a front valance three-quarters of 
a fold wide, with fluted edges and nick-nacks in same, 
of Nile green. On each side place a set of Nile green 
tubes spaced approximately eight inches apart. Between 
these sets of tubes run light brown vine treatments. 

Background : In the center make a Nile green drape 
full width. Edge this drape with a set of salmon tubes 
spaced a few inches apart. Run twisted streamers of 
light brown and Nile green between these sets of tubes. 
On each side of the center drape place inverted salmon 
drapes, full width. Edge the salmon inverted drapes 
with a set of light brown tubes spaced a few inches 
apart. Place a twisted streamer of salmon and Nile 
green in between these sets of tubes (four sets in all). 
Centered between the drapes and inverted drapes, place 
a set of three tubes on each side of the center drape. 
These tubes consist of Nile green, light brown and 
salmon. Make a valance of light brown the same type 
as shown in front, but only a half fold wide. 

Flooring : Cover the floor with stretched Nile green 
crepe with fluted edges. Run a twisted streamer of 
salmon and light brown along the front of the window 
and at the ends of the streamer place salmon fluted edge 
rosettes. In order to complete the front trim, place 
inverted drapes on a sixty degree angle of Nile green, 
one on each side as shown in photograph. Edge these 





—Suggesting a very interesting crepe display for Dr. Cald- 
well’s Syrup Pepsin— 
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By H. A. HARRINGTON 
SERVICE BUREAU 
C. A. REED CO., WILLIAMSPORT, PA. 


drapes with salmon tubes. Along the back and sides of 
the window, place slashed and crinkled crepe. 


Window No. 2 
Color scheme: Lavender No. 111, Nile green No. 
131, Gray No. 102. 
Front trim: Make a valance three-quarters of a fold 
wide, with pointed, fluted edges, of lavender crepe, 
as shown in front. On each side place two tubes of 





—A crepe paper display that combines lavender, Nile green 
and grey— 


Nile green. The remainder of front trim will be com- 
pleted after flooring is placed. 

Background: Make a center panel two folds wide 
of gray. In the center of this panel make a Nile green 
panel one fold in width. In the center of this Nile green 
panel make a lavender panel one-quarter fold wide. 
Edge the lavender panel with gray tubes. Place a 
twisted streamer of Nile green and gray in the center 
of this lavender panel. Edge the Nile green panel with 
lavender tubes. Edge the gray panel with Nile grcen 
tubes. 

Flooring and balance of window: Cover the floor 
with gray fluted edge crepe paper. In order to com- 
plete our front trim, place inverted lavender drapes on 
a sixty degree angle. Edge these drapes with Nile 
green tubes. In order to complete the background, 
place Nile green inverted drapes on a sixty degree 
angle. Edge these drapes with Nile green tubes. In 
order to complete the background, place Nile green 
inverted drapes on a sixty degree angle, one being 
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—A touch of modernism is suggested in this crepe paper 
display by the zig-zag cut-out— 

placed on each side of the center panel section. Edge 

these inverted drapes with lavender tubes. 

Starting at the front in back of the valance and 
on each side, run a set of Nile green tubes brought 
from the front of the window to the center background 
as shown. These tubes are spaced a few inches apart. 
In between these tubes run a twisted streamer of Nile 
green and gray. Along the front of the window place 
a tube of Nile green. At the ends of these tubes place 
standard form lavender rosettes. Along the back and 
sides of the window place slashed and’crinkled crepe. 


Window No. 3 

Color scheme: Flame No. 171, white No. 101, and 
azure blue. 

Make a valance three-quarters of a fold wide of 
flame, with slashed edges as shown in the photograph. 
In each side place drapes full width. Edge these white 
drapes with a set of azure blue tubes spaced a few 
inches apart. In between these azure blue tubes run 
twisted streamers of flame and white. 

Background: Make a center panel two folds wide 
of white crepe. In the center of the white panel place 
an azure blue panel one fold wide. In the center of 
the azure blue panel, place a zig-zag treatment of flame 
crepe. Edge the azure blue panel with flame tubes. 
Edge the side panel with flame tubes. Centered be- 
tween the sets of tubes place a set of azure blue tubes 
spaced a few inches apart. Centered in between these 
tubes place twisted streamers of flame and azure blue, 
as shown in photograph. 

Flooring: Cover the front section of the floor with 
stretched fluted edge flame crepe. Cover the back sec- 
tion with white stretched fiuted edge crepe: In order 
to complete the background it is necessary to place 
inverted drapes. Make inverted drapes of flame, full 
with, brought straight forward on each side and at the 
edce of the center panel. Next to these flame drapes, 
place azure blue inverted drapes full width, brought 
str: ight across in line with the window front. 

Place a valance of flame the same treatment as 
shown on the front trim: The sets of tubes found in 
the window consist of azure blue crepe. Place twisted 
str'amers of flame between the sets of tubes. Along 
the back and side section of the window place slashed 
anc crinkled crepe. 
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COOL CARDS 








to tempt HOT WEATHER trade 


Green of ocean, gray of dawn, 
blue of sky, mauve of sunset; 
all help to create interest 
among sweltering shoppers. 


Display card artists who know 
the Crescent line of boards are 
never at a loss for backgrounds 
that fit the season. 


SEND 
for 
SUMMER 
SAMPLES 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. 


Show Card Boards That Fit the Seasons 


Chicago, U.S.A. 
















[tor the 








WIDEST RANGE OF WORK 








and low-cost 
quality pertormance 






TYPE H 


AIRBRUSH 


NOW ... a low-priced airbrush that is easily 
and quickly adjusted to apply anything from a 
fine line to a wide spray or stipple effect in the 
lightest or heaviest colors...the ideal unit for the 
window trimmer, show card writer or decorator 
whose work includes coloring, stenciling, bronzing, 
tinting, spotting, blending, shading, etc. Write today 
for prices and specific data about the Model H Air- 
brush and ask for information about the complete 
line of Displaymen’s Units. 











1902 DIVERSEY PKWY., CHICAGO 
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A Modern Background Design for 
Your Fall Fashion 


Show , "By J, ROY EDWARDS 
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—Do you recognize this setting? Compare it with the May and June designs— 








O you recognize the style show setting? You 
should. It is but another use of the decora- 
tive design as suggested in the May and June 
issues of DISPLAY WORLD. It is sur- 

prising what can be done with design, and if you like 

surprises, you will continue to be surprised at the appli- 
cation of this design as it will appear in the next few 
issues of DISPLAY WORLD. 

Instead of showing a window background this 
month I have utilized the idea for your fall fashion 
show setting, although if you do not intend to have a 
fashion show and like the setting, it can be adapted and 
used as your fall window background by decreasing the 
size of the display. The setting, as it is suggested here, 
would be about eighteen feet high and thirty feet long, 
and where is the store that has a window as large «s 
that? 

AL As fashion shows are held in the interior of stores, 

“2 as well as in theatres, this setting can be adapted for 

—-Detail ef arch fats end termente centtretion~ either place to the extent that the design is followed 
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aid the setting is changed in size. I must caution you 
o:) a few very important factors that enter into the 
r production of this setting. There is a vast difference 
between window and theatrical designing and it is im- 
p rtant. that you understand these factors. 

1. The first consideration is distance. 

By distance I mean the distance from which 

is usually within six to eight feet of the observer. 

On a stage the setting is usually no closer than 

fifteen or twenty feet of the observer, and 

usually much farther away than that. 

2. The second consideration is design relief. 

In a window display it is necessary to secure 

as much realism and design execution as pos- 

sible. Naturally, the design of the background 

must be in relief. On a stage, however, the 
very opposite is true and design suggestion is 
the only requisite. In other words, design relief 

on stage settings is in many instances painted 

flat, proper painting and lighting creating the 

illusion of relief. 

If you use this setting in your windows you will 
not use the decorative panel flower border which is 
absolutely essential on the stage—to hide the lighting. 
It can be used in the window very effectively but can be 
eliminatedo without injuring the background. It it isn’t 
used on the stage a cloth border must be substituted. 

In making the border you will not use lumber or 
wallboard, you will use scenic cloth, of which there are 
many varieties. However, a heavy muslin, sign 
painter’s cloth, or a light canvas or duck, will serve 
the same purpose. The design is laid out on the fabric, 
cut out and then pasted on ‘scenic net’ (this is a net 
similar to a tennis net, which when illuminated properly, 
disappears). The border is hung on a strip of wood 
which is flown (a term meaning that it hangs from 
ropes in the “fly gallery,” which is the space over the 
stage proper where all the curtains, props and settings 
that can be flown are hung out of the way). 
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—Detail of border construction on “scenic net”— 


The building of the stage setting cannot be described 
here in detail, but a drawing is included which shows 
the back construction of the arch flats, the tormentos or 
side wings, and the method used in fastening the flats 
together. Space will not permit detailed construction 
of the entire setting, but if you are interested in secur- 
ing a blue print of the entire setting, DISPLAY 
WORLD can furnish one for the small sum of $5.00. 
Surely a very nominal amount considering the ease 
whereby it will enable you to reconstruct the setting 
and the fact that the reproduction of the setting will 
probably give you for the first time a fashion show 
setting that has continuity, a setting, in other words, 
that is really a setting. I think that one of the poorest 
examples of a store’s displaymanship is a fashion show 
which utilzes unassociated props in scenes, and you 
have probably used just that type of a stage setting in 
some of your shows. 

(Continued on.page 51) 
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—Floor plan showing possible stage layout of setting— 
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The Progressive Card Writer 


Must be a Pioneer _ By JOHN H. GRAY 
COMMERCIAL STUDIO, 
JACKSONVILLE, ILL. 


Ag : 


or unique means of expression in his art. He must net 


HE card writer cannot afford to be afraid of 
adhere to the old or he will soon join the ranks of ha:- 


criticism in the use of new mediums in his 


work. He must needs, at times, pioneer in beens. 
new methods, whether for staple or novelty The writer quite recently found what he considered 


cards. He must always be on the lookout for some new some novel method in window card expression. While 


—John Gray suggests the use of colored pencils for show card work— 
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the idea may be old, the means of expression is new. 
This medium is the use of indelible pencils, which are 
easily used after a little practice. These pencils are 
male in assorted colors and can be obtained from the 
Eb rhard-Faber Pencil Co., 37 Greenpoint Avenue, 
Brooklyn, N. Y. They have one special assortment of 
tw: ve colors that sells for one dollar a box. 

[here are two methods of use, as follows: Sketch 
you design in colors as you would use an ordinary 
skeching pencil. Then take a small brush, dip it in 
waicr and go over each part of your design and the 
ind lible color will spread over the full surface of each 
pal , 
(he second method of use is to have a glass of 
water handy and dip the pencils you are using in the 
waicr and apply to parts of design in which this color 
is veing used. For outline lettering, outlines and 
shales, and for small lettering, these pencils are quite 
specdy, as you will find with practice. These pencils 
are a real departure from authentic card writing, and, 
while not adapted to large sales cards, they make real 
artistic cards. It will be well worth your time and dollar 
to try them. 

The cards illustrated are as follows: “Ladies’ Fine 
Shoes” for spring card is 7x11 inches, mottled lavender 
and green. Spring scene is in green, rose, lavender and 
brown. Violets are in natural colors, small lettering 
green. Shoes, dark blue outline letters with yellow inset 
and vertical lines in purple. 

“Fur” card is plain green stock. Pictorial, leaves 
in two shades of green, circle magenta outline in orange, 
jaguar in yellow-orange outlined in brown and magenta. 
Border is in orange. Lettering is in purple outlined 
with magenta. 

“Spring” card is white stock. Pictorial, yellow 
flowers shaded and outlined in orange. Spot in center 
is rose, leaves green with veins brown, stem in brown 
and chicken in natural colors. Oval is in medium blue, 
“the newest” and “Main Floor” are in rose and “For 
Spring” in medium green outlined in yellow. 

“Easter” card is mottled pink stock outlined in 
purple. Cross is rose highlight, purple shade. Flowers 
are yellow with rose shading in center, stems and leaves 
in green. Lettering “Easter” is purple outline. Other 
lettering is rose. 

“Fall Opening” card is checked tan background. 
Lettering and border are in rose, orange and brown 
gtape vine, leaves in shades of green with veins in 
orange and purple and purple outline. Small leaves are 
orange with purple outline. Grapes are purple with tan 
highlight. 





Fall Fashion Shows 


(Continued from page 49) 


The drawing at the bottom of the page shows the 
actua’ layout or. floor plan of the setting as it would 
appear on the stage. The dotted line represents the 
position of the decorative border. If you will study the 
floor »lam.you can easily realize the simplicity of the 
settin: and the number exits whereby the models can 
enter and exit. To be exact, there are eight means of 


€ntraiice and. exit. 
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“The best 
2c [ ever 
spent.” That’s 
what you'll say 
when you receive 
this 1931 Catalog 
of “Perfect Stroke” 
Brushes and Supplies. 
Spend that 2c today. 
Tear out this ad and pin 
to your letterhead or send 
me a note asking for this 


famous handbook of supplies. L; 
. : * 
Lib INC 
Ohe House of Pertert Stroke” Brushes and Supplies 


126 TOISO E.THIRDST. DAYTON, OHIO. 















. Sizes 





CK? 


Above 
made entirely with 
Drawlet pens 2-3-4-5-6 
1. Drawlets clean easily. 
2. Drawlets adjust rapidly for thick or thin 
colors or inks, time and time again. 
3. Drawlets carry more ink at asingle filling. 


ESTERBROOK. PEN CO., 80 Cooper St., Camden, N. J. 
or BROWN BROS., Ltd., Toronto, Canada 


DRAWLET 
Pens 





Pai 
< 
7 O 
Qo 


ROUND NIBS 


T SQUARE 


SHADING | TL Ne 


4 





XK 















































52 DISPLAY 


Better Displays Best Solution 


for Free Goods Problem 


The S. J. Hanick Co., Philadelphia, Pa., display installers, 
recently installed a display campaign for Sun Shield, a product 
of E. Fougera Co. When the contract was first obtained it 
was felt that some resistance might be met in getting the book- 
ings for this display. But. all doubt was dispelled when the 
display ma‘erial was received for installation. The dispatch 
with which the campaign was installed prompted Mr. Hanick 
to write the producers of the display material, Einson-Freeman 
Co., Inc., Long Island City, N. Y., as follows: 

“My entire staff of forty-two decorators have highly com- 
mented on these displays, and they feel that they can do a 
much better job with material of that kind than they can with 
the average type of window displays, because with the average 
type of window display it is necessary to plead with the dealer 
to allow the installation.” 

To which the Einson-Freeman Co. replied as follows: “It 
“has always been our contentin that the dealer must be served 
if the advertiser is to monopolize his window with display 
material. In all the other media the space is purchased by the 
advertiser, and he can do anything he wants with it. Should 
the advertiser desire to run a goodwill campaign, that is his 
affair—it is his money. Not so with the dealer’s window. The 
dealer has the say as to whether the display is acceptable or 
not, and whether he wants to give up his window to creating 
goodwill. THE DEALER IS ALWAYS RIGHT with regard 
to display material. His window must bring him profit, and 
he has enough experience to anticipate if a display has mer- 
chandising merit and Will move the product, or if it will be 
just a boost for the advertiser.” . 

In the highly competitive Philadelphia market, where win- 
dow space is sought by so many advertisers, it is indeed signifi- 
cant that the Sun Shield displays were installed without giving 
the dealer any free goods or other special inducements. 





















—Hanick’s “Customers’ Nights” 
are always very well attended by 
an enthusiastic force— 


Customers’ night meetings, a monthly feature at the 
offices of the S. J. Hanick Company, window display 
installation service, Philadelphia, are always well at- 
tended by the Hanick force. The group picture illus- 
trated above shows the most recent group meeting, the 
Hanick force and the Coca-Cola representatives. This 
meeting was held just prior to the starting of a big 
Coca-Cola window display campaign. 

At this meeting a talk was given by several Coca- 
Cola Co. representatives. A Coca-Cola movie was 
shown and a miniature soda fountain was installed, 
from which ice-cold Coca-Cola was served. The Coca- 
Cola Company presented everyone present with a beau- 
tiful genuine leather bill-fold. (S. J. Hanick, in case 
you don’t know him, is standing in the back row, third 
from the left.) 
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Chicago Display Club 
To Install Clinic 


Reported by M. F. Long, Secretary-Treasu‘er 


CG of the largest turnouts of old and new members in ‘he 
history of the Chicago Display Club was on hand to greet 
the recently elected officers at the June 1 meeting, held in the 
Hotel Sherman. 

Following the customary reading of the minutes, President 
Jack Richter presented a novel plan designed to settle once ind 
for all the age-old dues collecting bugaboo. Needless to say, 
the plan met with the unqualified approval of everyone pres: nt. 
What is the plan? No secret—just a simple adaptation of the 
easy payment form of buying and selling. 

Mr. Richter then proved that he can arrange an interesting, 
attention-holding program, as well as an interesting sales-get- 
ting display, by first calling on Carl V. Haecker, former club 
president, who, after completion of his term, “Did not choose 
to run.” Mr. Haecker gave a brief informative talk on plans 
for the Boston I. A. D. M. conven‘ion. 

Mr. Dwiggins, D. H. and W. Stores, outlined an edutica- 
tional plan dealing with the elements of “sales promotion,” 
which he and Duncan Williams are preparing for presentation 
as a suggested lecture course to be handled by club members. 
This innovation met with such enthusiasm that it was decided 
to send copies of the tentative plan to all members for their 
comments and suggestions. 

Without permitting interest to lag, President Richter then 
introduced Mr. Lee, of the Display Manufacturers’ Organiza- 
tion, who, in a brief and interesting talk pointed out how the 
organization which he represented was working constantly to 
assist display managers to obtain satisfactory budgets for dis- 
play activities. In his argument for increased budgets, Mr. 
Lee pointed out that 15,000 questionnaires sent to store owners 
throughout the country revealed that 65 per cent of store owners 
claim that window display is their best advertising medium; 
that 31 per cent of store owners claim that window display and 
newspaper advertising are of equal value to their stores; that 
only 4 per cent of store owners claim that newspapers are the 
best advertising medium—excellent ammunition for a display 
manager in his next discussion with the store owner or manager 
on display budget or expenditure. 

As an added feature, Mr. Williams, of The Fair, discussed 
briefly and interestingly the value of art work in window dis- 
play. 

To further prove that he intends to make the Chicago club 
one of the “leadingest” in the country, President Richter opened 
for discussion several interesting suggestions brought to his 
attention by club members, many of which were worked into 
the plans for subsequent meetings. Interesting among these 
was the plan of having members wear “identification tags” at 
all club meetings and get-togethers. 
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—A “Hanick” booth display 4 
Atlantic City, for Supplee ice 
cream— 
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.TLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
an. largest service in the south. Organized 1905. Ask Association of 
Ne:ional Advertisers. 





\UGUSTA, GA.—M. F. Barton, 1424. Glover Street. House to house 
di:.ributing and window displays. 





\USTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





30STON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 
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DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 



























NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
‘‘Merchandised Window Displays.” 





NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. “Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
he have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








BUFFALO, ROCHESTER AND WESTERN NEW YORK.—Window 
installations for local and national advertisers. Ankerman Display 
Service, 212-214 E. Genesee St., Buffalo, N. Y 





CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OH1IO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





_HARTFORD, CONN.—Advo-System, 38 Albany Ave. Complete 
window display and house-to-house distribution services, covering the 
entire state. Try the Advo Service. Once—always. 





INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


—_— 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 


LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 


LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
Service. “ASK ANY ADVERTISER.” 


MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
adv: rtising service in the State of Wisconsin—nationally recognized 
as 'caders. Write for our book, “The Firing Point.” 


_— 




















NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 


NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
~ oy on at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
A unique display service for national advertisers covering Penn- 
evens, New Jersey and Delaware. Write for a list of satisfied 
clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
507 Nebraska St. A reliable service covering a productive market. 
Quotations upon request. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16. E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 








BE REPRESENTED IN THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. Let us have order for your listing to begin with 
the next issue. 
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Drink A Bunch 
Breakfast 





DISPLAY 





HERE’S health in these words, “Drink a bunch 
of grapes for breakfast,” and is seems as 
though America intends to do just that. 
Americans are cultivating the taste for 

America’s first bottled fruit juice, and, so far as grape 
juice is concerned, the national drink color is unapi- 
mously purple. 

The national display material for Welch’s, as 
Americans must be appealed to first through the eye, 
radiates purple (grape juice), and what a tremendous 
punch the new display helps carry. The color comple- 
mentary of grape juice, purple, has been utilized to its 
utmost advantage. So frequently color in displays is 
confined in point-of-sale advertising 
to the primary colors and their rela- 
tive hues. Obviously, very few ac- 
counts can have a color that will 
reflect the color idea of the product 
they are trying to sell. 

If you have not seen the new 1931 
Welch display, visualize the bold use 
of purple and its complementary col- 
ors in the following description: A 
deep—almost black—purple base on 
which a cluster of grapes appear. 
Tones of lavender and orchid are em- 
ployed to add realism to the purple 
grape clusters. ‘““Welch’s” appears on 





,. Welchs : 
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—The same display material is used in both windows— 
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of Grapes for 


By HAROLD J. POTTER 
ADVERTISING MANAGER, 

THE WELCH GRAPE JUICE COMPANY 
WESTFIELD, N. Y. 


h the base in a bright vellow, which is outlined in a dark, 
Vg purple cast magenta. At the top of the center card is a 
t strip of purple cerise which shades down to a rich rose 
4 pink and into yellow and orange. The head of the girl 
. is in yellows with orange and blue lavenders introduced 
. in the shading. 

\n extremely effective experiment has been the 
° change made in carton containers. The old container, 
c, in contrast to the new, was a mighty flat, dull, lifeless 
* and uninteresting affair. The new container has been 
. designed with purple as the paramount color. The new 
_ carton shows a vast improvement. It arrests attention, 
is 


and in many instances has been used, uncovered, by 
s dealers in displays of grape juice. 
One of the interesting trends in the 










es changing of 1931 display distribution 
il is the inability on the part of many 
ct sales forces today to pound the pave- 

ments as of vesterday. Limited man 
31 power does not permit it in our case 
+ and many others, and in the placing of 
I- displays some efficient vehicle must be 
A conceived to replace this most im- 
sg portant link in the sales promotion 
wi plan. Our solution this year is to 
f place in every case of Welch products 
le sold a point-of-sale advertising piece. 
on 


It works wonderfully for us. —Inte the new carton— 








Pure 












—Compare the two “Grape Juice” window displays— Fruit Juice 





Dealer Designed Window Display 


(Continued from page 35) 


forth many constructive, refreshing, and informative 
ideas. We learned, for example, that white lead is 
to a paint store what sugar is to a grocer. Painters 
know just what it is and regard it as a standard 
product in the paint field. Consequently, the dealer 
does not always devote to white lead the intensive 
merchandising effort which he extends to some other 
items, particularly specialties. Yet in spite of this 
fact, white lead receives an exceptionally fine “break” 
as far as frequent use of display material is concerned. 
The majority of dealers keep a trim about one year, 
and use it as nucleus for a display of general paint 
materials three times during that period. In fact, we 
found white lead display pieces, especially of the 
large background type, to be just as accurately the 
symbol of a paint store as was the wooden Indian 
formerly the symbol of the tobacconist. 


This observation at once led to the suggestion that 
we build a display sufficiently cooperative in nature 
to capitalize fully and enlarge upon the dealer’s ready 
made willingness to feature it. In other words, a 
display which would help him sell all of his other 
products—which would enable him to give prominence 
to extremely profitable specialties—would be likely to 
see continuous service. When not doing duty in the 
window, certain parts of it could and probably would 
be effectively used as counter cards. 


A detailed report of ideas, suggestions, and mis- 
cellaneous comments made by the dealers interviewed 
was submitted to our client after our first round of 
calls. At the same time, we gathered together the 
soundest recommendations which the dealers had 
given us, and used this information in the preparation 
of three miniature plans for the proposed display. 
Each involved a different centerpiece and set of side 
cards; and some part of every. unit in all three plans 
found its origin in the suggestion of a progressive 
dealer. 


These miniature sketches were shown to our client, 
but neither the Eagle-Picher Lead Company nor we 
made any definite choice as to design, construction, or 
individual pieces in the suggested displays. Instead, 
we carefully checked our record of calls, and boiled 
our original list down to fifteen dealers, each of whom 
had evidenced exceptional interest in the planning of 
the trim, and had voiced specific recommendations of 
considerable merit. To these, fifteen, we returned, and 
submitted the miniature sketches. 


Twelve of the fifteen immediately showed an out- 
standing preference for one certain idea and design 
in the centerpiece. By a majority almost as large, 
the side cards from one of the other miniature plans 
were chosen.. And by a unanimous vote, two con- 
struction pieces, so devised that they could hold 
miscellaneous merchandise of the dealer’s own selec- 
tion, were quickly chosen from the third miniature 
plan. 


We outlined these marked preferences to the 
Eagle-Picher Lead Company and received instructions 
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to proceed with our “dealer-designed” window dis- 
play. It is interesting to note that the dealers inter- 
viewed had selected for the finished trim the most 
appealing component pieces of each of the three pre- 
liminary plans. The promptness with which the 
majority compiled our trim for us convinced us that 
we were utilizing the most effective ideas revealed 
by our-survey. The completed display, as it now 
appears in actual service, is pictured nearby. 


We naturally felt that the fifteen dealers who had 
helped build the display would also be the most ca- 
pable of determining whether the finished product 
would meet their expectations in doing a real sales job 
in the window. Accordingly, we made a third cal! on 
these stores, soliciting a frank opinion from each 
merchant. In every case, after viewing the completed 
display, the dealer pronounced it the most effective 
white lead display material he had ever seen. ‘The 
merchandise construction pieces immediately piqued 
his interest, and a question concerning the strength 
and durability of these particular units was usually 
asked. We were thus enabled to demonstrate force- 
fully the ruggedness with which they are constructed. 
Two heavy cardboard supports bolster each of these 
cards at the exact point where most of the weight is 
placed upon them. They may be pushed into place 
without removing articles on them, and are equally 
serviceable in the window or as counter cards. Their 
stamina allows the dealer to use them for any sort of 
merchandise he wishes to feature, whether brushes, 
varnish, mixed paint, “flat,” decorators’ tools, or what- 
ever may be his selection. And the copy on each is 
especially worded so as to further the sale of any item 
in his stock. The Eagle White Lead message has 
been uconfined to the bottom, and purposely arranged 
in a relatively inconspicuous manner. Response to 
those construction pieces may be summarized in the 
exact words of one dealer we called upon. He re- 
marked, “damned helpful.” A front view of the card 
is pictured with this article. 


In the development of our Eagle White Lead trim, 
it will be seen that three visits to the retail store were 
necessary. We depended on the dealer to furnish us 
with the most significant ideas for our trim, to aid us 
in most adequately visualizing these ideas, and finally, 
to evaluate the finished trim in terms of usefulness and 
performance. It should be stated that our original 
round of calls was conducted entirely in our name, and 
upon our own initiative. We did not disclose the name 
of our client at any time, as we felt we could be more 
certain of unbiased information if we avoided the 
mention of any brand. Our purpose was to secure 
facts and suggestions conducive towards the building 
of a trim appropriate for the market in which it was 
to serve. 

We have told the story of the Eagle display, be 
cause it illustrates completely the value of developing 
a display over the retail counter, rather than on 4 
mahogany desk, “Come Out of the Kitchen” was the 
title of a once popular play. “Come Out of the Office” 
should be your theme if your window display is to 40 
the work you expect of it. 
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Star Dust 


(Continued from page 36) 


have a chance later in the year, but right now she may 
as well curl up and read the scandal sheets about her 
lighter sisters. 

‘upiter enters Leo on July 17, which should favor 
inte-est in sports. And, as the Olympic games are to 
be held in this country in 1932, you who are athletic 
should interest yourselves in games. Now, displaymen, 
get »usy and make the youth of the country sit up and 
study the latest fashions in tennis togs, bathing suits 
and all sorts of sport paraphernalia. Water sports will 
appeal to men and women and money should be gained 
through them, but they will be indoors, as Mercury, 
Sun, Moon and Jupiter are in the twelfth house, the 
house of hidden things, sextile with Neptune, in Virgo, 
an carth sign. 

Men and women, guard yourselves against the Sun, 
as it is in opposition to Saturn and square with Uranus, 
as in this position you are apt to feel its rays too deeply, 
and who wants to have his or her vacation disrupted 
by a painful dose of sunburn? Therefore, an ounce of 
prevention is worth a pound of Unguentine. 

Now is the time to make plans for school and col- 
lege. Mercury, in a fixed sign, with Jupiter moving 
into orb, will make this advisable and satisfactory. Any 
courses of study taken on now should prove most bene- 
ficial, as they are well aspected and bring definite ad- 
vancement. 

New and unheard-of methods of healing should 
come to the fore, as all the benefic planets are in the 
twelfth house, representing hospitals, institutions, etc. 

Mars, in the house of finance, should stir up activity 
in financial lines, and, as it is trine with Saturn, take 
care of today and Saturn will take care of tomorrow. 





DOUBLE-TIER CONTAINER WINS RECOGNITION 

Einson-Freeman patented double-tier container was selected 
as one of the outstanding display containers of the year at the 
Frist Packaging Exposition recently held under the auspices 
of the American Management Association. Irwin D. Wolfe, 
chairman of the clinic, selected a double-tier container made 
for the Spool Cotton Co. as the outstanding container for 
usability and practicability. This container is patented by the 
Einson-Freeman Co., Inc., Long Island City, and is manufac- 
tured by that company, as well as a number of licensees. 





THE DISPLAY INSTITUTE, INC. 

The Display Institute, Inc., has recently opened for the 

instruction in all branches of the display profession at 1900 
Broad Street, Newark, N. J., under the direction of A. Wein- 
traub, display manager, Levy Bros., Elizabeth, N. J. Wein- 
traub has been active in the display field for many years, work- 
Ing first at the start as an assistant to display managers for 
several of the leading department stores in the New York City 
€nvirons. 
' In order to make the courses as comprehensive and interest- 
Ing as possible, they will include window trimming, advertising 
and show card writing, so that the student will be able to take 
Part in a well-rounded instructional course. 





SCHMIDT APPOINTS NEW SENIOR EXECUTIVE 
COMMITTEE 
A new senior execu‘ive committee has been appointed by 
Presi nt Schmidt. The new committee will be headed by 
S. R. Macabee, May Company, Cleveland, O., chairman; J. H. 
Everet's, M. L, Parker Co., Davenport, Iowa; Augustus J. 
Roede’). Wm. H. Block Co., Indianapolis, Ind. 
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Nat-Mat Showcard Board 


Frequent additions of new seasonal colors. 
A big range to select from; samples are 
free. 





Local Dealers ‘in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 











4318-36 Carroll Ave., Chicago, IIL 





































SPANJER BROS. 
MODERNISTIC 





ALL STYLES—ANY QUANTITY 


Write for Prices and Other Information 


Newark, N. J. Chicago, II. 






























The F'ountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


Illustration 3/5 actual size, 






When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 

































Electric Window Turntables 


For Every Retail Window. Fully Guaranteed. Lasts Years—A Perma- 
nent Asset—‘‘They Sell Goods.” Low Price—Cash Discount or Terms. 
MIDGIT MOTOR AND REDUCTION UNIT 
for display departments and manufacturers. Makes original animated 

displays easy and cheap. Priced at only $25.00. 
ELECTRIC WINDOW SALESMAN CoO., 
46 Cornhill BOSTON, MASS. 


























LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 














2 DUANE STREET _ NEW YORK 








When writing advertisers please mention DISPLAY WORLD 









DISPLAY WORLD July, 1031 


1931 Nemo Week 


Window Contest 
Winners 
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T and the $100 first prize to a little town twenty-five miles 
outside of San Francisco. The choice was practically unani- 
mous for the Nemo Week Contest window installed by Geo. 
W. Johnson, display manager for J. F. Hink & Son, Palo Allto, 
Cal. In this instance no one could dispute their selection, for 
it vas an outstanding example of merchandising display. 

in Class B, in cities over 150,000 population, first prize was 
awarded to John G. Erb, of the Wm. Hengerer Co., Buffalo, 
N. Y. This display also showed real merchandising qualities. 

ach year, on the occasion of the Nemo Week Contest, we 
fec! compassion for the judges upon whose shoulders rests the 
burden of making the selections for the prize awards. We 
sincerely thank Messrs. F. T. Kimball, advertising counsel ; 
Harry J. Fleming, artist, and J. A. Cook, display manager, for 
their generous giving of their time, effort and attention to this 
dificult task. One always feels the less fortunate of the con- 
tesiants submitted meritorious displays, and the wish is there 
that there were enough prizes to go to each of them. 

Class A 

First prize, $100 and Kops Rotating Cup, George W. John- 
son, J. F. Hink & Son, Palo Alto, Cal.; second prize, $50, 
Russell Moore, Zollinger-Harned Co., Allentown, Pa.; third 
prize, $25, Robert E. Jones, Swern & Company, Trenton, N. J.; 
fourth prize, $15, John G. McGurk, A. J. Mansmann Co., East 
Liberty, Pa.; $10 prizes: Ronald L. Cottrill, Parsons-Souders 
Co., Clarksburg, W. Va.; F. Eugene Woods, Switzer’s, Phoe- 
nix, Ariz.; Geo. F. Hauber, McCormick-Saeltzer Co., Redding, 
Cal.; G. E. Williams, Barnes-Woodin Co., Kakima, Wash.; 
Sam Engle, Wm. H. Frear & Co., Troy, N. Y.; Harold P. 
Clark, Schmidt-Kloepfer Co., Logansport, Ind.; Art Kniseley, 
Burdick & Murray Co., Madison, Wis.; Harold Malkson, 
Shartenberg-Robinson Co., Pawtucket, R. I; H. O. Brown, 
Emery-Brown Co., Waterville, Me. 

Class B 

First prize, $100, John G. Erb, Wm. Hengerer, Buffalo, 
N. Y.; second prize, $50, J. B. McCann, S. Kann Sons Co., 
Washington, D. C.; third prize, $25, L. L. Wilkins, Kerr D. G. 
Co., Oklahoma City, Okla.; fourth prize, $15, Frank R. Splan, 
Gilchrist Co., Boston, Mass.; $10 prizes: F. Allen, Houghton 
& Dutton, Boston, Mass.; A. J. Dolson, Jr., C. O. Miller Co., 
Stamford, Conn.; Edward G. Wedell, J. L. Brandeis & Sons, 
Omaha, Neb.; B. J. Alexander, Fowler-Dick & Walker Co.. 
Binghamton, N. Y.; Everett W. Quintrell, Elder & Johnson 
Co., Dayton, O.; Harry Schoenlaub, Alms & Doepke, Cincin- 
nati, O. 








BOSTON DISPLAY MEN’S CLUB 


The final meeting of the Boston Display Men’s Club was 
held at the Edison Club Rooms, June 24. An excellent dinner 
was served, after which the meeting was called to order by 
the secretary. 

David A. Kressfield, convention director, gave a report of 
the |. A. D. M. convention, which, according to the visiting 
delegates, was a tremendous success. The election of. officers 
was held. Following are the officers for the 1931-32 term: 
President, Frank McCann, Sears, Roebuck & Co.; vice-presi- 
dent, Edward Sherman, Kennedy Clothing Co.; treasurer, 
Walter Kelley, F. W. Delano Co.; secretary, John J. Waite, 
James W. Brine Co. 

The next meeting of the Boston club will be held July 19, 
when the annual outing will be held. We plan on making this 
outing a real “bang-up” affair. 





WILLIAMS RESIGNS FROM VANDERVOORT’S 
} P. S. Williams, display manager for twenty years, Scruggs, 
Vanilervoort & Barney Dry Goods Co., St. Louis, Mo., has 
resigned. No announcement has been made concerning his 
future. 
A. E. JOHNSON WITH KROGER’S 


_ Scars, Roebuck have lost A. E. Johnson. He has resigned 
his Position on the Sears’ display staff and is moving to Cin- 
Cinnati, where he has accepted a position with the Kroger 
Grocery & Baking Co. | 
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HE judges have decided! They sent the Kops Rotating Cup 











‘“‘What Is the Trend of Present- 
Day Show Card Design?” 
by H. C. Martin 


*‘Subject- and - Design Composi- 
tion in the Theatre Poster” 
by J. E. Humphrey 


“Show Card Writing As a Form 


of Commercial Lettering”’ 
by Harold Holland Day 


“Process Signs in Lacquer” 
by F. J. Finerty 


“It’s Easy to Make a Lacquer 


Sign” 


by C. E. Matthews 


“‘The Use of Lacquer in the Silk 


Screen Process’”’ 
by R. C. Martin 


Pencil Sketch by DuVall 
Display Suggestion No. 3, by 


Halmi 


are the feature articles of special interest to 
Sign and Show Card Writers, Poster Artists, 
and Letterers, to be found in the 124-page 
“Lacquer Number”—the July issue of 
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The National Journal of Display Advertising 


ORDER YOUR COPY NOW! 
$3.00 Per Year, 30c Per Copy 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, 


Cincinnati, O. 


Enclosed ‘find $3.00, for which send me SIGNS OF 
THE TIMES for one year, beginning with the 
July issue. ($3.50 outside U. S. A.) 
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ample of mechanical symmetry (set-up) but that doesn’t make it a poor trim— 





this mattress display is a perfect ex 


















































































































































—Readapting the mattress display to fit an “L,” center and island window— 
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If You Like A 
Display 
Re-Adapt It 


~ T doesn’t matter particularly when you start 

readapting displays or in what type window 

you make your adaptations; the important 

thing, is, do you readapt displays? If you 
do, you have by this time found how easily adaptations 
can be made. You have found out that whether your 
windows are straight, island, center or “L,” that dis- 
plays as effective as the originals can be arranged. You 
have found out that by using another fellows’ ideas 
that it speeds up your window work (as you do not 
have to create), and at the same time gives you a 
greater knowledge of display work. 

When we say, “You don’t have to create,’”’ we mean 
that in readapting displays you are using an idea that 
has already proved its worth, an idea that in every 
instance has been created by an outstanding displayman 
and made available for your use. You, naturally, have 
to create each adaptation that you make to the extent 
that the display is changed to meet your requirements. 
You realize that it would be impossible for you to use 
the same merchandise, the same fixtures, the same 
colors, the same accessories, and the same background. 
The only thing that you are using is the idea of set-up 
and as most every display is readapted from a straight 
window, your adaptation to another size straight win- 
dow or to an island, center, or “L,” will require crea- 
tive ability. You must have a balanced display, the 
angles must be correct, the groupings and merchandise 
coordinize, and the effect seasonable. If these things 
do not require creative ability, nothing does. 

You will acquire a greater knowledge of the display 
work to the extent that you learn as you work. If 
you follow the suggested adaptations you will be fa- 
miliar with grouping, angles, and balance. Height, a 
very important factor, will become very important as 
your knowledge of display work grows, but until you 
learn the definite display fundamentals as taught in 
THE WINDOW DISPLAY MANUAL, your ex- 
cellence in window work must naturally be limited to 
your knowledge. 

Beginning with this issue we will speak of, besides 
the actual adaptation of each display, the connection 
of the set-up and the fundamentals to watch in making 
that adaptation. This, if nothing else does, will famil- 
iarive you with the factors entering into the set-up of 
a window. 

efore considering the two displays shown this 
month, do you know the fixture drawings? Here they 
are: (1) Garment or waist stand; (2) accessory stand ; 
(3) tee or drapery stand; (4) shirt or easel top stand; 
(5) hat stand; (6) shoe stand; (7) costume, waist, 
coat or shirt form; (8) pedestal and display board; 
(9) .oys’ and girls’ wax and leg forms. (The position 
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—Chart of standardized fixture drawings— 


of the line drawn through the fixtures represents its 
angle in the window. ) 


Window No. 1 


You will probable wonder why we have shown a 
mattress display as but few stores will carry mattresses, 
but we want to impress one very important fact on your 
mind ; the fact is, notice how easily the display in ques- 
tion adapts itself in the different windows. Notice 
how simple and how effective each adaptation is, and 
while you may not have the goods displayed, the idea 
of using a shadow box displayer in the center of a 
window is excellent and will allow for numerous mer- 
chandise presentations. 

Change the merchandise in this display to clothing, 
shirts, hats, millinery, shoes or pajamas, and by making 
groups where indicated in the set-up and following the 
angles and the heights shown, tremendously effective 
trims will result. True, the set-up will be mechanical 
symmetry, but many good displays employ mechanical 
symmetry. 


Window No. 2 


While in reality we have readapted over seven dif- 
ferent displays in the last three issues of DISPLAY 
WORLD, until this display, every set-up has been me- 
chanical symmetry or stair-step. We actually get into 
perspective in this trim and we are wondering if the 
displayman responsible for this coat display actually 
knew that he was employing a perspective set-up. 

If you don’t understand perspective, allow us to 
explain its intricacies. To begin with, in a perspective 
display, merchandise height is brought up front and is 
balanced by the appearance of greater height at the 

(Continued on page 68) 
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—A perspective set-up has been used to exceptional advantage in this modern presentation of fall coats— 













































































































































































—Readapting the coat display to fit an “L,” center and island window— 
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° Opportunity Exchange e 











FOR SALE 


’edestal model, 14-inch heavy 

duty Embossograf Sign Ma- 
chine. Complete with type, 
uumerals and accessories. Call 
ir write 


J. J. SCHADLE 


Roessler Sterling, Inc. 
547 6th Ave., New York City 


Mr. Display Man 


You'll find it PROFITABLE to keep in touch with us! 


WE BUY 
SELL 
EXCHANGE 


DISPLAY NEW 


AND 


SETTINGS - sep 


of Every Description 


What can we sell you? 


What have you to sell? 


Decorative Display Clearing House 


3 West 30th Street, New York 


Telephone Lackawanna 4-0925 








WANTED 

SALES AND ADVERTISING MANAGER 
To fill a vacancy recently made by one 
of the executives on account of ill health. 
Prefer one with capital. Unusual op- 
portunity for the right man. State ex- 
perience. Address “A. C.”” Care DISPLAY 
WORLD. 








ME —Sideline. Display Photos, all 

kinds. Window Cartoons. Art 
Work. Male, female photos, 20 for $1.00, 
1000, $45.00. Cartoon Books, Novelties. 
Send cash, stamped, addressed envelope. 
Agents, dealers, write. Sex books, maga- 
zines, postcards, cuts, photos, bought, 
exchanged, developed, reprinted quantity. 
MEYER, GPO Box 471, New York City. 











REPRESENTATIVES WANTED 
Displaymean, display services, fixture 
salesmen and jobbers who are interested 
in adding some really fast selling num- 
bers to their lines will find it profitable 
to get in touch with us at once. 

THE GREAT CENTRAL NOVELTY CO., 

236 Main St., Cincinnati, Ohio. 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 








Save Money for Your 
Firm! 
For Sale or Exchange—Messmore & 
Damon mechanical clown head with 
spinning top; mechanical clown on 
ball. Both in good running order. 


Used last Christmas. Will send 
photos. 


Milton Hartmann, Display Manager 


Brager-Eisenberg, Inc. 
Baltimore, Md. 











Exquisite Mannequins at Close Out Prices! 


We are now offering the entire stock of one of the well-known foreign manufacturers who 
have consigned to us over 300 ladies’ and children’s mannequins, millinery heads, etc., at 


prices never heard of before. 


Telephone 
Chelsea 
3-3272 





These figures must be sold for their actual cost, and import duty. To insure best selec- 
tion, service and shipment, we urgently advise immediate inquiries and inspection. 


Photographs, Illustrations and Prices Will Be Sent Upon Request. 


METROPOLITAN DISPLAY FIXTURE CLEARING HOUSE, Inc. write, 
127 WEST 24TH STREET, NEW YORK CITY 


BUY YOUR NEEDS FOR NEXT XMAS NOW 


Wire or Phone 
Today 








How Window Display is Planned 


«Continued from page 16) 
Foundation of. Actual Knowledge 


‘he national advertiser’s window display is planned 
in our establishment at least on a foundation of actual 
knowledge of what the dealer wants. Our company 
eng:ged a nationally known firm of investigators to 
mak: an impartial survey of the window display situa- 
tion. A staff of men interviewed 1,043 retail dealers in 
twei'ty-three different cities and towns. There was no 
— attempt made to feature our own work. We simply 
wanted actual knowledge on which to advise our cus- 








tomers, and upon which to plan and build sales-making 
displays. This knowledge has been useful in every part 
of our window display work. 


A Practical Display 

The national advertiser’s window display is planned 
to be practical. While the lithographer is, of course, 
always trying to get up something new and original, 
he steers clear of too complicated or very tricky dis- 
plays. They usually spell trouble for all concerned. 
Simplicity and strength, strong design and durability 
of color and construction are what he aims at, and we 
know that is what the dealer wants. 





















Please the Displayman 


The national advertiser’s window display is planned 
to please the displayman, so that he can get the best 
possible use from it; so that he won’t find it necessary 
to cut it up to make an effective window; so that when 
the crépe paper and other decorations are all in the 
window display will add just the finishing touch. 


The Life of the Display 


The national advertiser’s window display is planned 
for along life. Some life-size figure cutouts serve their 
allotted time in the window and then stand around on 
the: floor of the store for weeks and months longer. 
They are carefully planned to take up very little window 
or floor space and possess that quality of looking like 
real people that causes a smile and certainly advertises 
~the goods. Such displays are planned for naturalness 
and are produced as follows: 

After the first pencil sketches to select the right pose 
are made, the subject is photographed from life, either 
demonstrating or presenting the product in some inter- 
esting way. A life-size enlargement is made from the 
negative and is frequently submitted first in black and 
white. If the advertiser likes it, it is then colored in 
natural colors, preferably with the airbrush, to keep the 
soft natural effect, and the design is then lithographed, 
die cut and finished. The most successful of these 
displays have very little lettering. One made for Wrig- 
ley of a life-sized blonde simply held three packages of 
P. K.’s in one hand and a small box in the other. There 
was no other lettering shown. This Wrigley display 
stood beside the cashier’s desk in the Wrigley restau- 
rant in Chicago for many months, being replaced when 
it got at all weatherbeaten with a new copy of the same 
thing. 

This kind of a display is often mistaken for a real 
person, and so registers twice as strong as an attention- 
getter. Enlarged photographs are better than paintings 
for this work, as they have a natural quality that paint- 
ings do not possess. Some of the notable examples of 
this kind of window display are the Edison Mazda 
Lamp girl, the Moxie man, and the American Stove 
father and daughter. 


Beauty in the Display 

The national advertiser’s window display is planned 
for beauty. You sometimes hear business men say that 
the “pretty girl” has been overworked. That they want 
to get away from “pretty girls” in advertising. Now 
when a man wants to get away from pretty girls there 
is usually something wrong with him, and that some- 
thing is probably old age. He does not realize that the 
procession is passing all the time, that young folks are 
crowding from behind, that old men are drying up and 
blowing away every day. 

Coca-Cola was popularized and is held where it is 
by window displays, fountain displays and posters of 
pretty girls. And pretty girls attract attention and sell 
goods all along the line, whether they are the Palmolive 
peaches who “keep that school girl complexion” or those 
Lucky Strike lassies who warn you to “consider your 
Adam’s apple.” 
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Putting Entertainment in the Display 


You will see more beautiful girls among the window 
displays of national advertisers than any other single 
feature. The national advertiser’s window display is 
planned for entertainment whenever the product adver- 
tised will admit of it. 


The radio and the talkies are doing their best to 
turn /isteners into buyers through entertainment, so the 
comic cartoon window displays may do the same for 
lookers. There have been some of these and there may 
well be many more more if the Grape Nuts Sunday 
paper campaign goes over. People are certainly “comic 
strip-conscious,”’ and if they will read them in the papers 
they will no doubt read them in the store windows. - 


Regarding straight humorous cutout displays, a very 
successful one was made for Mennen’s shaving cream, 
representing an enormous black cat whose whiskers 
were real pipe cleaners and which carried the slogan, 
“Takes All the Fight Out of the Scrappiest Whiskers.” 


Economy in the Display 


The national advertiser’s window display is planned 
for economy. Layout men and artists in a lithographic 
plant plan in every possible way to utilize every bit of 
paper and cardboard in the sheet, for in these days of 
terrific competition the order may very well depend on 
price, and price means cutting corners in more ways 
than one. If there are any empty corners on the sheet 
around the main display, they are sure to be cut up into 
small cards or price tickets. 


Modernism in Displays 

The national advertiser’s window display is planned 
along modernistic lines when necessary. Now that the 
magazines and newspapers have thrown the block- 
headed beauties with the saw teeth searchlight effects 
out of their pages, these queer products of a supposedly 
advanced art have found a very temporary refuge in 
some of the store windows. I presume they will not be 
with us very long. Magazine advertisers are using more 
photographs of normal, healthy, cheerful people than 
ever, and, as I have said before, some of the most suc- 
cessful window displays are nothing but enlarged pho- 
tographs, colored, lithographed and cut out. 


But lithographers aim to please, and, of course, can 
be as “modernistic” as any buyer wants. Many of us 
have passed through several “art movements,” as well 
as depressions and have seen styles come and go. 
Twenty-five years ago we had the poster craze; later 
came the German flat color era, when all worthwhile 
advertising was flat with heavy block type and brilliant 
color, far more simplified than our recent modernistic 
movement. 


All these artistic visitations leave a little something 
behind, some virtue that is absorbed by artists, design- 
ers, printers and lithographers who deal in good, sound, 
sales-making commercial art—the kind of art and the 
sort of workmanship that are used by all successful 
firms that plan and execute the national advertiser's 
window displays. 
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1932 Display Exposition 
to be Conducted by 
Manufacturers 


ae N epochal change, breaking down the precedent of 
more than a decade, results from the action taken 
by the National Display Equipment Association to 
P hold the 1932 Display Exposition under its own 
au-pices at the Sherman Hotel, Chicago. Heretofore the Inter- 
national Association of Display Men has conducted the dis- 
play expositions in connection with its annual conventions. 
The manufacturers’ action, if carried out, has in it many bene- 
fits. In the first place, it relieves the I. A. D. M. of the many 
problems and detail work necessary for the successful conduct 
of the exposition and leaves it free to devote all of its time 
ani energy to educational work for the betterment and ad- 
vancement of the display profession. The manufacturers, on 
the other hand, control the plans for the management of the 
exposition, and can direct the event in such a way as to meet 
their own requirements. The manufacturers, however, have 
not ignored the I. A. D. M., but desire to coordinate the activi- 
ties of bo-h groups so that the best results will be achieved. 

[. L. Bradford, secretary, N. D. E. A., presents the follow- 
ing report of the annual meeting of that association, held at 
Chicago, June 29 and 30, with a majority of the members 
present: 

‘C. L. Hulsizer, Hulsizer, Inc., Des Moines, Ia., was unani- 
mously re-elected president to serve another year. Other offi- 
cers elected at the meeting were: Jos. I. Adler, Adler-Jones Co., 
first vice-president, representing the Central States; S. S. 
Newell, Hugh Lyons & Co., Lansing, Mich., second vice-presi- 
dent, representing the Eastern States; Harry Silvers, Stern, 
Joham & Grossman, Los Angeles, third vice-president, repre- 
senting the Western Svates; Clinton E. Smiley, J. R. Palmen- 
berg’s Sons, Inc., New York, and L. W. Hovey, of the Modern 
Art Studios, Chicago, were elected as members of the board 
of directors to serve for two years. The present members of 
the board are: C. L. Hulsizer, chairman; Ralph Behrisch, Bert 
A. Landers, J. H. Deweese, C. E. Smiley and L. W. Hovey. 

“At this meeting it was definitely decided that the association 
hold its own exposition in June, 1932, and arrangements have 
been made to use the Sherman Hotel, Chicago, for this pur- 
pose. The meeting also approved a plan for assisting the 
I. A. D. M. to hold its convention at the same time and place, 
and the I. A. D. M. contact committee was asked to present the 
plan to the I. A. D. M. for the approval of the Iv A. D. M. 
execu-ive board. 

“The meeting further approved of a plan for alternating the 
exposition between New York City and Chicago, and, unless 
unusual conditions prevail, the 1933 exposition will be held in 
New York City. 

“J. W. Foley, secretary of the I. A. D. M., was present at 
the afternoon session of June 29 and assisted the N. D. E. A. 
in working out the plan, which it is believed will be of material 
advantage to both associations.” 





I. A. D. M. Convention 


(Continued from page 43) 


going to talk about lighting the show window, because if you 
displaymen haven’t been approached by a lighting expert and 
haven’t efficient lighting, I feel very sorry for you and your 
store. The efficiency of light has been increased fifty times 
during the past fifty years, and if your store has old-fashioned 
lighting fixtures, how can you hope to realize the greatest 
efficiency from your show windows.” 

Carl V. Haecker, display director, Montgomery Ward & 
Co., Chicago, Ill., was introduced at this time by the presi- 
dent and, inasmuch as time would not permit that he give us 
his cntire address, he broke it down into “high spots” and 
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EMILE SCHMIDT REELECTED I.A.D.M. PRESIDENT 


MILE SCHMIDT, display director, Gimbel Bros., Phila- 

delphia, was re-elected president of the International As- 
sociation of Display Men. The men in attendance showed fine 
judgment in re-electing Schmidt, as the association has never 
had as fine, distinguished, capable a man at its head for many 
a year. 

Carl V. Haecker, display director, Montgomery Ward & 
Co., Chicago, was elected first vice-president. Haecker ad- 
vanced from the post of third vice-president and succeeded 
L. L. Wilkins, Kerr Dry Goods Co., Oklahoma City, Okla. 

William Scharninghausen, Bon Marché Se 
was elected second vice-president. Scharninghausen succeeded 
A. Fredericksen, Kline’s, Kansas City, Mo. Joseph B. Mc- 
Cann, S. Kann & Sons, Washington, D. C., was elected third 
vice-president. He took Mr. Haecker’s post of 1930-31. I. E. 
Ogg, the Moore Dry Goods Co., Sharon, Pa., was re-elected 
treasurer. 





said, “The displayman of today must know his job. So many 
of us are doing the same thing over and over again and never 
know what we are doing.” Mr. Haecker’s address was all 
about ‘“Y-O-U.” He spoke about character, personality, ap- 
pearance, knowledge, experience, ability, confidence, courage, 
optimism, co-operation, sticking to the job, affiliation with the 
I. A. D. M., duty to your club and friendship. In speaking 
of experience, he said, “Webster defines experience as ‘knowl- 
edge gained by trial practice.’ I do not believe we could im- 
prove much upon this definition, for experience is nothing 
that can be handed to a man; neither can it be purchased at 
any price. Naturally experience is the foundation upon which 
success, to a certain extent, is. built. So often we hear it said, 
‘Well, he got all the breaks.’ And many times that is true; 
but remember, you must he capable of handling the breaks 
when they come your way. Breaks generally come to those 
who are prepared. A background of experience and willingness 
to learn more about other departments as well as your own 
prepares you and paves the way for greater responsibilities. 
Success depends largely upon your accomplishments and ac- 
complishments come from actual experience.” 

In conclusion, as Carl Haecker so appropriately said,” I 
want to make a plea once more for the earnest co-operation 
of everyone concerned with the display profession in any of its 
branches, and with your permission, I want to leave this little 
thought with you which I believe is indicative of the actual 
feeling between manutac:urer, displayman, and friends of the 
profession. It is a little verse of eight short lines that I be- 
lieve sum up the whole story of display and tell very definitely 
what we need. In fact, it is entitled, “What We Need”: 


WHAT WE NEED 


A little more living and a little less creed; 

A little more giving and a little less greed; 

A little more smile and a little less frown, 

A little less kicking a man when he’s down; 

A little more “WE” and a little less “I,” 

A little more laugh and a little less cry; 

just a few more flowers along the pathway of life, 
And fewer on the grave at the end of the strife. 





SCHMIDT APPOINTS EXECUTIVE COMMITTEEMEN 


New members of the executive committee were appointed 
by President Schmidt. The new committee will be headed by 
S. R. Macabee, May Company, Clevelard, Ohio., chairman; 
J. H. Everetts, M. L. Parker Co., Davenport, Iowa; Augustus 
J. Roeder, Wm. H. Block Co., Indianapolis, Ind. 





THE WINDOW DISPLAY MANUAL 
Copies of The Window DISPLAY MANUAL, by Jack T, 
Chord, will be ready for delivery on July 20, on which date 
first shipments will be made. Orders will be filled in the 
order in which they were received. 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES © 


AIR BRUSHES 
ae Fg Daily, Inc., 126 E. Third St., Dayton, 
°. 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 

~ cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


AIR BRUSHING ON TEXTILES 
National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 
AIR COMPRESSOR UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago IIl. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, I1l. - 


AIR PAINTING UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 


ARTIFICIAL FLOWERS 
3 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
od Roman, 110 W. Forty-sixth St., New York 
y. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BACKGROUND SETTINGS 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Ferryman Art Studios, 17 W. Thirty-first St., 
New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BOLTING CLOTH 


Geo. E. Watson Co., 164 N. Lake St., Chicago, 
Til. 


BOOKS ON DISPLAY 


McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


= Daily, Inc., 126 E. Third St., Dayton, 
0. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 
CARD HOLDERS 
J. B. Timberlake & Sons, Jackson, Mich. 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 


COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 
CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 

Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 
7 Bros., 205 W. Thirty-sixth St., New York 
43 2 





He eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 











Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 
City. 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St, 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
= Display Center, 1440 Broadway, New York 
ty. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St. 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


, a 2 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
7 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Forty-eighth St. 
New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicag0; 
42 E. Twentieth St., New York City. 


FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 


The “ormica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
secund, Chicago, Ill, 


GELATINE SHEETS 


Dignonl Quality Brand, 78 Cliff St., New 
Yors ty 

oo 367 Hudson Ave., Brooklyn, 
NW. Y. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N. Y. 


INTERIOR DECORATIONS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
JEWELRY FIXTURES 
Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 
Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 
LETTERING BRUSHES 
=. L. Daily, Inc., 126 E. Third St., Dayton, 


0. 
be E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 


Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 
ye Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 


Displays Animated Co., P. O. Box 374, Glen- 


dale, Calif. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Il. 


2 Reinhold Studio, 8 Upham St., Revere, 
SS. 


MILLINERY HEADS 
Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St, New York City. 
MODEL DISPLAYS 
Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill, 
MOTION DISPLAYS 
Character Display Co., 3249 N. Herndon St., 
hice go, Til. 
NORTH RIDGE PINES 


North Ridge Brush Co., Inc., Freeport, Ill. 


ee, 


ORNAMENTS—WOOD 


Klise Mfg. Ca., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


Papier Mache Deco-ations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 
Lutz & Sheinkman, 2 Duane St., New York 


City. 


PROJECTORS—ENLARGING 


rie Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., 
York City. 


New 


REFLECTORS—WINDOW 


The Frink Corp., 369 Lexington Ave., 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


New 


Schools—Display Merchandising 


MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


ag cies Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


SHOW CARD COLORS 


— Daily, Inc., 126 E. Third St., Dayton, 
0. 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
> Daily, Inc., 126 E. Third St., Dayton, 


0. 
Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia. Ave., Chicago, Ill. 


Show Case and Counter Reflectors 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 


The Frink Corp., 369 Lexington 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


Ave., New 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Il. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 


VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St.. New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 








(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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: | The House That Aluminaire Built 
Index to Advertisements (Contlauet’ fre gage 9) 


| 
has insulation that makes the three-inch thick exterior 
more effective than the usual thirteen-inch wall of 

















. The house is constructed of materials 
uly, 1931 Page ae AR 
July, S readily available as standard and in. a manner that 
Brischomraph “Cb... eet. iti ae is a complete departure from tradition. It neglects 
all of the styles of the past in the attempt to’ attain 
Chinsens tian Weed Gia cans cae convenience, ease of living, attractiveness of outlook 
oa: ani and a logic of quiet and pleasant existence. It is as 
Chicago Page.............. 6.0.0. ses seers sees, if the architects had entirely forgotten the manner of 
Cincinnati Display Service........,............ 53 building of the past centuries and were interested in 
Complete Trade Directory.................. 66, 67 creating a needed American house that would be mist 
efficient and with most appropriate materials. 
Baits; Rese te... cticieccei ce os CASS ae + ° 
Re-Adapting Displays 
~ Digwias eer. oo ee Soa eee oe ee ‘ 
m (Continued from page 61) 
arr: eS Pee back and on the opposite side of the window. The front 
- height and the greater back height is very obvious in 
Einson-Freeman Co., Inc...............Back Cover this display. Study the form placement and the angle 
Electric Window Salesman Co.................. 57 arrangement. They are very distinctive and will af- 
a ee ee eee ford you an excellent display presentation of coats or 
dresses if you will readapt this set-up for one of your 
Brink: COLD. 4. .g.5 53 Sade se Sos 66s b-o0 04 oe A COREE fall windows. 7 : 
: Only two angles have been used in the display, and 
in the original display these two angles were straight, 
international Register Co..............-.é05.0.3.° or parallel with the side of the window and parallel 
with the background. We have varied in the “L” win- 
Koester School..................Inside Back Cover dow adaptations to right and left angles (right and left 
: angles being 45 degree angles from parallel) to secure 
Lyons & Co.,, Ltd, I. Le... 22... eee eee, 53 variety, but straight angles could be used in the “L’” 
care Sheldon. See display in preference to right and left angles if desired. 
ee ee ee ey een are 


GONDA TO DIRECT WESTERN SALES 
Francis D. Gonda, vice president of the Einson-Freeman 
Messmore & Danion; Tec:... .... 35 0 Co., Long Island City, and well known for discussions on 
window and store display, has been appointed director of 





MEMEO, Be oes ens escent ere evtee ven sertneanes 2 western sales, with headquarters in the Wrigney Building, Chi- 
cago. Mr. Gonda will have his own cmplete organization and 
National Card, Mat & Board Co................ 57 will thus be able to give western clients closer con‘act and 
service. 
iew: GGoric WRAee. oo os =o co ee, eee : 
ANNOUNCING THE WINNERS OF THE CUTAWIL 
ee eS ee ee WINDOW DISPLAY CONTEST 
Every year the International Register Co., Chicago, have 
Opportunity Hachange...........:...........5 @ a contest for the best examples of display craftsmanship in 
Cutawl work. Numerous displaymen from all over the 
Passthe Ainieiah 4065250 oo. Orca ee 47 United States enter pictures of their. work in. this contest 


and the examples of Cutawl ingenuousness exhibited this 
Palmenberg’s Sons, Inc., J. R.... Inside Front Cover year were expressive of painstaking care, creative ability and 
artistic simplicity. The contest was judged at the I. A. D. M. 
convention, Boston, as is the usual custom. 


Schack Artificial Flower Co..................... 23 The judges had no easy time determining the winners, and 
Dien Mins Ki, ee co an 37 due credit must be extended to them in their selection of the 
winners. The judges were: C. W. Morton, chairman, Weit- 
UE, SE TS (TOME ois so os cco tea ee stock-Lubin Co., Sacramento, Calif.; J. H. Everetts, M. L. 
Speer Diba: : oS. S.A Parker Co., Davenport, Iowa; Carl V. Haecker, Montgomery 
Ward & Co., Chicago, Ill.; K. H. Bordwell, Joseph Nusbaum 

Standard’ Pintone 166.05. nS. See Co., Schenectady, N. Y. 
Stensgaard & Associates, W. L.................. 35 The prize winners and the amounts: they by epg a « 


$75, R. M. McEnderfer, Rocky Mountain Celotex Co., Den- 
ver, Colo.; second, $60, Clyde Hill, San Diego, Calif.; third, 


ROURGOE: BE AGROIUEE 255s ook hk Bdge 5nd ee ee ee. $40, Loren D. Weaver, Sterling Antique Door Co., Los At 
geles, Calif.; fourth, $30, R. B. Corson, Rocky Mountain 
Window Display Manual....... ..... 17, 18, 19, 20 Colotex Ca. :Siaavier, Cobo. 5 ith, 005, “Elwar’: Hames 


Hahlo Co., Houston, Texas; sixth, $20, Litwack & Ludwick, 
Allied Crafts, Los Angeles, Calif. Honorable mention, The 
Irby Studio, Richmond, Va. 
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WINDOW DISPLAY 


The display course at the school includes intensely interesting lec- 
tures and demonstrations of the most modern methods used today in the 
large and progressive stores of the country. These lectures are followed 
by ACTUAL WORK in 10 large windows, under the supervision of an 
expert Displayman with many years’ experience. 

A MAIL ORDER COURSE containing GRAPHIC INSTRUC- 
TION in window display with hundreds of lesson plates and nearly 2,000 
illustrated charts gives the only practical course of its kind in the country 
today. The charts alone are worth the moderate price asked for this 
instruction. 


ADVERTISING 


The Advertising course at the School includes personal and indi- 
vidualized class instruction with actual work in all phases of retailing, 
taking up newspaper work, layouts, booklets and catalogs, and visiting 
newspaper plants, stores and printing houses. 

The MAIL ORDER COURSE in advertising contains 52 lessons 
augmented by additional illustrated sheets of modern Ads and construc- 
tive work. Each lesson when completed is carefully marked and cor- 
rected. An ideal course of modern store promotion for those unable to 
attend the school. 


CARDW RITING 


The cardwriting course gives the Student personal instruction in the 
latest strokes and letters in both pen and brush work under the capable 
supervision of one of the most competent teachers in the country. 

The MAIL ORDER CARDWRITING course contains charts show- 
ing the exact strokes and letters so simply explained that the student 
shortly becomes proficient in this modern instruction in lettering. 








« « Over 25 Years Turning Out Thousands of Successful Graduates » » 








THE KOESTER SCHOOL 


Instruction Department of the United Business Publishers 


314 S. Franklin St., Chicago 





Write for Circular That Gives You All Details 































































RESULTS COUNTI 


When the advertising agency, advertiser and retail merchant are 
enthusiastic about a window display it ought to produce good results. 
For over: twenty-five years EINSON-FREEMAN CO., Jnc., has been 
specializing in sales-producing window and counter displays. 


quoted 


“The Noxzema Chemical Company are en- 
thusiastic abaut the job. We also are very 
well satisfied with it, and I want you to know 

- that we appreciate very much the hard work 
and the conscientious effort you put into this 















job.” 
. 
NM WD GLALLTL HO / 
a) 1 + best f RUTHRAUFF & RYAN, Inc., Advertising. 
aia | 
eX is, Be FR quoted 


“The New Noxzema Sunburn Display, already 
re ate < ere fairly well distributed, is: receiving a great 
Run gs Ae deal of favorable comment from both ¢on- 


ms 6A CU . sumer and trade and should do an exceptional 
= “{ ge 7 7: 
53.497 selling job for us—it’s a ‘peach. 


“In my opinion, which I feel confident is that 
of the entire organization, it is beyond @ 
doubt the most striking display Noxzema has 
ever put out, if indeed it is ret the best 

Sunburn display of the season.’ 


Sales Managél” 
NOXZEMA CHEMICAL CO., Baltimore, Md. 


AT Lipa SERVICE 


if Prvesislizing 
| in. windowand 
| store display 


Inventors and manufacturers of 
the Einson-Freeman Patented 
Double Tier Container. .... 
Licensee for Canada--Someryille 
Paper Boxes, Ltd., London, 
Ontario, Canada. 
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